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Hece 
SERVicE 
FOR 


VALUE 


iwes a 2) Orren 


BP Rioey eee : 
27 DIA 


or 8 plus 15-inch Round G allery | ray 


59-Piece Service f 


only $49.99 retai IDEAS! 
i 


(plus 98¢ Fed. tax on Tray only) Reg. value $68.50 
Offer good for limited time only a a a a ae 


distinguished gift—two for the price of one! 
Suggest extra serving pieces in matching 
¢ Tray in beautiful Spring Flower. Unusual feath- wm. Rogers & Son patterns . ..they have so 
7 | much beauty and such little prices! 
er and dot piercing, overall chasing. is Surround display with matching pieces of 
e 52-Piece Set racked as shown above for dramatic holloware—individually priced, of course. 


: ss 
e Flatware available in every current pattern. 


display. Customer uses Buffet Pad to store silver. 
Display and ad mat free with your order. 
| Silver City 


Meriden, Conn. The 
atatis vrite nternational 2 
Distributor for complete details or write The Inte 


Silver Company, 


| < lc 
our Appr ved W } oOIresate 





there’s a difference 
in diamonds 


The man may pay for her diamonds, 
but she s the one who makes 
the selection. What's more she 
knows there is a difference in 
diamond quality and a difference 
in diamond value. To make the 
sale you need a complete selection. 
All top values in whatever 
quality, shape or size diamond 
she desires 
These selections are available 
on memo from William Levine 
to make your store the diamond 


center of your community. 


Model wearing 12 ct. 
diamond ring 
with 2 pear-shape 
diamonds and 60 ct. 
diamond necklace. 
Available on memo. 


William Levine Company 


Importers and Cutters of Fine Diamonds 


29 E. Madison St., Chicago 2, Illinois ... Phone CEntral 6-3700 
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She's young, she's lovely—and she's smart; 
because she's wearing one of the very newest 
high-fashion (and highly saleable) watches 
designed for the Basle Fair. You'll see more 
of these exquisite Fall styles along with our 
article "New Watches in Fashion Spotlight,” 
page 74. ... Manufacturers have outdone 
themselves this year in providing you with 
decorative and effective Christmas selling aids; 
and you can study a representative selection 
of them at your leisure on pages 78 to 83. 
(Better place your orders early, though.) 
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2 great new Ansco cameras, priced, designe 
and advertised for mass sales! 


Top line of photo equipment brightens your profit picture! 


Here’s a team that will make sales history! The Ansco 
Cadet and the Ansco Lancer. Each designed for easy, 
superb picture taking... at the best value ever. Both 
outfits come complete with camera, bulbs, film and 
flashgun and each camera takes 12 pictures on 127 


COLOR CLIPPER OUTFIT 
Simple, foolproof. Color Clip- 
per camera, flashgun, 5 
flash bulbs, Universal View- 
er, one roll each, color and 
B&W, allin luggage-tan case. 
$25.95 retail. 


READYFLASH OUTFIT 

The ultimate in foolproof, 
easy-to-use simple cameras. 
Outfit includes Readyflash 
camera, flashgun and 1 roll 
of All-Weather Pan. All con- 
veniently packed in attrac- 
tive gift box. $9.95 retail. 


ANSCOFLEX Ii OUTFIT 
Contains easy-to-use Ansco- 
flex® camera, camera case, 
flashgun, five flash bulbs, 2 
rolls All-Weather Pan. 
Everything in luggage-tan 
case. $28.95 retail. 


black-and-white or color film. The Cadet Outfit comes 
with 2 penlight batteries and offers super simplicity at 
$10.75 retail. The Lancer offers an f/8 Sconar lens in 
a dual-speed (1/50 and 1/100 of a sec.) shutter for 
only $19.95! 


NEW MEMAR OUTFIT 
Superb new Memar® f/2.8 
35mm camera, flashgun, 
leather camera case, 20- 
exposure roll of Ansco- 
chrome®, all in luggage-tan 
case. $59.95 retail. 


DUALET PROJECTOR 

Takes all size slides—35mm 
to 24%" square. Blower 
cooled, all-metal, your best 
projector value! $39.95retail. 


CHRISTMAS STOCKING 
A sales-getter that holds 3 
rolls of Ansco film or other 
small items you might want 
to feature. 25 for $1.00. 


~s* *= See cease 


| AOVANCED SCHOTO PRODUCTS 


FOR EVERVONE WHO TAKES PRIDE In HIS PICTURES 


Ansco, Binghamton, N. Y. A Division of General Aniline & Film Corporation, 





Another “FIRST” by LOUVIC... for More Watch Sales 


New Ultra-Thin 


ofMante Carly 400° 


SERIES 


INTRIGUING, SQUARE-SHAPE 


Conversation Watches 


EXCLUSIVE LOUVIC CREATIONS! 
Magnificent square “‘mystery”’ dials 





handset with brilliant baguette or 
round white spinels in raised 
markers. Super-thin 17-jewel world- 
renowned Peseaux movements. 
Smart black suede straps. 


If you’re looking for something dif- 
ferent and non-competitive — these 
watches are for you! Louvic gives 
you attractive newspaper mats FREE 
to advertise these elegant models at 


popular prices! 
Same styles available for ladies, too! 
Now! Give your customers prestige- 


styled watches at prices that invite 


sales! 


LOUVIC DOES IT AGAIN! Here's another Your customers have seen “LOUVIC” 
advertised in 


‘first’ that already is scoring with jewelers! 
Louvic is the house that's famous for unusual 
values and high-styling for added sales appeal! 


Order from your wholesaler . . . or write for 


name of wholesaler in your territory. 


LOUVIC WATCH CO. Inc. 


62 WEST 47th ST. NEW YORK 36, N.Y. 
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for the same reason that you loupe diamonds 


LOUPE MOUNTINGS before you buy! 












x B superior styling 


No mounting is a bargain, no matter how low priced if it doesn’t 
help sell your diamonds. The right mounting can enhance the 
beauty and brilliance of any diamond. Any knowledgeable jeweler 
will agree that the only mountings worthwhile are those which are 
the finest money can buy. There are absolutely no finer rings 

than those made with findings from K & B, pioneers and leaders 

in the art of ring finding manufacture. Here we take pride in an 
extremely high degree of craftsmanship, guided by an unwavering 


pursuit of minute details. Experienced hands operate the 


newest and finest equipment in the world. Experts in jewelers 
metallurgy are on hand. Volume selling keeps our cost at a 
minimum. This is all reflected in every K & B product. 

This is what your loupe will show. 


nA ¢ DLLICHERAIM. 


136 W.52nd ST., NEW YORK 19,N. Y. 
S Gr OFFICES IN CHICAGO AND LOS ANGELES C® 


STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 


Look for 
absence of porosity 


ve 
a cc 


| eye): ae veya 


immaculate assembling 


| Weve): ke) 





always plainly visible! 


No. 148/2264/6 engagement ring 
with wedding ring No. 45/2265/6 
Set takes sixteen 14 pt. melee, 
any size center. We manufacture 
and sell only the mountings. 
They are shown with diamonds 
only for display purposes. 


We manufacture a complete line of 
ring findings, mountings, wedding 
rings, sets, men’s di: amond mountings 
and ladies’ and men’s stone rings. 
Free newspaper ad-mats. Displays, 
catalogue sheets, stuffers available. 


Fine diamonds deserve K&B 
mountings! all others need them! 


everlasting beauty- 
everlasting quality 


bala 


beauty and brilliance 
at a moderate price 


and now the world’s 
smallest floateng opal 


The 
Opalite 


Miniature 


INC. 


TREET, | } PHILADELPHIA 47, PA 
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The “Built-in” helpfulness 
of Makepeace metals makes 
| jewelry designing easier... 





Aa oo ** 


| For @ mirror finish 


There’s much mere than a bill of lading 
that goes with each shipment from the 
Makepeace plant. There’s a big plus — 
the “know how” to give you what you 
need to design fast selling jewelry — and 
the willingness to consider your needs as 
part of a basic service to the jewelry in- 
dustry. Makepeace craftsmen are masters 
of fine metal (such as gold, gold-filled and 
sterling silver). They make it easy for you 
to design a line and build it just the way 


you want it. 


D. E. MAKEPEACE DIVISION 


Attleboro, Mass. 








without polishing 


“use Silva Brite process—@ “iw, 2)) 
ry) 





A profitable and efficient way to produce 
mirror-bright silverplate finished directly 
— with little or no polishing. The process w= 
is non-critical, easy to use, economical and ie Ayy 
produces a hard, ductile, brilliant finish. It \ V 7 | 
is being used successfully for all types of \ / 
jewelry and hollow ware. Work is done in Nee 
a clear water-white solution, enabling the 
operator to watch plating being done. 


Complete technical details available. 





AMERICAN PLATINUM 
& SILVER DIVISION 


231 New Jersey Railroad Avenue 
Newark, N. J 


AMERICAN 
PLATINUM 
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113 ASTOR STREET 


A 
DIVISION 


NEWARK 2, NEW JERSEY 











New Baker settings 
dramatize diamonds 


Advanced thinking at Baker has created 
advanced designs in settings. Styled to 
modern tastes, a Baker setting will comple- 
ment every stone, make it brighter, add 
lustre and fire. To be shown at its best, 
every stone needs a dramatic Baker setting. 
Available in all sizes in 10% iridium plati- 
num, jewelry palladium and gold. 


BAKER SETTING DIVISION 


850 Passaic Ave. 
East Newark, N. J. 


BAKER 
SETTING 
DIVLSION 





BUYERS’ GUIDE TO SELLsational PROMOTION HITS 
All Tested... All Proved... All Money-Makers 


IF IT'S FROM SHRIRO, IT'S SURE eee) = 
Super-Sell Ad Mats Free With Every Promotion 


A SELL-OUT EVERYWHERE, EVERY TIME! 


Lovely Linmark 
Lifetime Stainless Steel Hatware 


\\\ 
Rah 


\\\\\ WAY 


aes ep 
Bae 5722 
Ba 90287 
eis 


Smallest, Smartest, 
i “Chict Pocket’ Radio. The 
nocerees vant absolutely every: 
aaa Tremendous performer! ponent 
value! Also full line of Crown oo 
none equipped exclusively with nan 
seameneel Nationally pagent arts 
Magazine. Featured pone pn 
Network Show ‘The Big Payo m nies 
e Beautiful Tone ° Beautifu 
e Fully Guaranteed 


e Extra Generous Mark-UP a 
All models available with private- 


s Cc 


building, wonder-radios .- - 














inc. 


® Exciting... Exclusive new Patterns! 
@ Extra-Heavy Weight! 
LOW, LOW SALES COMPELLING PRICES 
KEYED TO VOLUME PROMOTION 


at 


26, 21, 


1? Jew 
FINE WATCHES 


ne watches for 
old, . i 
g _— fil Steel and naan 
able Mainsprings, 
+ Incabloe Shock. 


nN the dial. TRE. 
FFORD MAX{. 


44 H Oo L i 
Volume Prove ¥ wwsged 


0... Style Approved’’ 
N-LEVER WATCHES 


CASH IN ON THE BIG BOOM 


for the smallest, most compact 


precision-made 35mm camera 


PA X-M3 


JAPAN’S GREAT 
NEW CAMERA 
© Extra-fast f:2.8 lens 
° Coupled range-finder © Rapid-wind lever 


© Synchronized for ° Promotional Value plus 


flash and strobe High Profit Mark-up 
WRITTEN, GUARANTEE FOR FULL YEAR 


276 4th AVE., NEW YORK 10, N.Y. © GRamercy 7-7500 
SALES OFFICES. 7% East Madison, Chicago, Illinois 


215 West 5th St., Los Angeles, Calif. 
International Offices 
* Biel-Bienne * Hongkong > Tokyo * Manila 


Bangkok * Kuala Lumpur ° Hamburg * Montreal * Rio de 
Janeiro * Osaka * 


Singapore * Diakarta 





Penang °* Ipah 
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LLOYD'S | \ \ NOTE: Riags stows 

BASIC vos got a0 mal?s 
WEDDING RING | Lele matching lady's 
| INVENTORY | \ Se. rings. 
| CONTROL \ 

TRAY 3 

IS THE RESULT Your customer knows what she wants — The exclusive Lloyd’s tray contains an 

OF MANY YEARS especially tn wedding rings. We have absolute complete selection in your bread 

OF RESEARCH. put together a wedding ring tray for _ and butter retail price range from $7.95 

you that acts as a salesman and a to $37.50. Styles are exchangeable, guaranteed 

Was tetinbdtad merchandiser. . all in one! Here are 12 to move out of your store or we will exchange 

a¢tual over-the-counter of the best-sellers in wedding rings. . the inactive numbers for faster moving wedding 

experience of hundreds arranged in size, beautifully pre- rings. YOU ARE NEVER STUCK. There is a Lloyd’s 

of retailers, the daily sented and just right for your customer! salesman in your territory who 1s glad to 


reports of our salesmen 
and our merchandisers. 
This is the result — 96 
wedding rings 


that will sell! 4¢ STAMP AND THE COUPON BELOW — AND YOU'RE IN THE WEDDING RING BUSINESS = RIGHT! 


K. POLISHOOK & SON CORP. 
216 East 45th Street, New York 17, N. Y 
° Please send me more information on your 
@ wedding ring troy. 


MANUFACTURERS OF “EVERYTHING IN RINGS*’ SINCE iaiiies <. 


(Resale price tags on every ring.) serve you — now! 


ee 6 aa 


MEET YOUR BIGGEST WATCH MARKET IN 


watches that need to be replaced. And it is a fact that they will buy 
more watches now than at any other season of the year. This is what your 
potential watch sales market looks like—according to our market 
research study. Look at these figures, then get ready to sell more fine 


watches from here to Christmas: 

















2 out of § 


watches worn by adults were received as gifts, mostly from gift watches were bought for sons and daughters. 
husbands or wives, mostly bought at this time of year. 











ee lll 


j] . 


G out of G out of 10 


gift watches, approximately, were bought for people watches bought as gifts are given at Christmas. From here 


who asked for watches. to Christmas is the best selling season of all. 


10 IEWELERS' CIRCULAR-KEYST 





YOUR BIGGEST WATCH-SELLING SEASON! 


WHAT THIS PEAK WATCH-SELLING SEASON MEANS TO YOU: 


It means extra watch sales, bigger volume, more profit. . . if you start to go after 
the rich Christmas gift-watch market right now! Take advantage of national 
Watch Parade Time, now, during October, to display the widest possible variety 
of new Swiss jeweled-lever watches. Feature modern self-winding watches, wrist 
alarms, calendar watches, both in your windows and inside your store. Keep your 
customers interest in watches at its peak—right up to Christmas! 
Remember—any prospect who can be interested in watches now can be sold the 
idea of giving a watch. And six out of ten watches bought as gifts are given at 


Christmas. That’s why you can build your watch sales up to a Christmas climax. 


DON’T OVERLOOK THE VALUE OF 
YOUR SERVICE DEPARTMENT All About 


IN MAKING NEW WATCH SALES! § The Watch Service 
See the new color slide film All About The Watch Department 


Service Department, based on the research study 
sponsored by The Watchmakers of Switzerland. 
Now being shown throughout the country! Don t 
miss it. And make sure you also see our first slide 
film The U.S. Watch Market Today. 


How To See These New Slide Presentations f§ The lJ. .. 
Ask your Jewelers Association or Horological 
Guild to arrange a slide film showing soon by | Watch Market 


writing to: Film Department, The Watchmakers 


of Switzerland, c o Suite 1105, 730 Fifth Avenue, 
New York 19, N. Y. 


FOR THE 12TH YEAR, FEATURING THE SLOGAN: 
“For the gifts you'll give with pride, let your jeweler be your guide.” 
line 


THE WATCHMAKERS OF SWITZERLAND — THE FEDERATION OF MAKERS OF 
SU WSS | le tle Fu AY 


17 





Ballou Pearl Pendant Mountings and Posts 
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No. 5 PEARL PENDANT No. 54 PEARL PENDANT 
muvel ti. bal. [e7 MOUNTING 


No. 5 PEARL POST 
WITH No, 250 CLUTCH BACK 


Give that Extra Quality to Pearl Jewelry! 








Whether you call them pearl ends, screw eyes, or pendant 
mountings, Ballou all-gold pearl findings really add quality to 
pearl jewelry. 


; SOLD TO THE MANUFACTURER 
Pearl pendant jewelry is still a best seller and your own ex- , 





perience will tell you that Ballou standards are unexcelled. It 
pays to start right with Ballou findings. 


When ordering please specify number and quality. 





68-I9 
,e” So 


B. A. BALLOU . co. INC. FINDINGS— 
[ Q()in\ 61 Peck Street * Providence 2, R. I. | The Geuntiation of Geol Jewelry 
A . EAR 2 : 
e oO 
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TV SHOWS* 


THE HISTORY 


DIFFERENT 


14 


NEW 


DRAGNET 

THE ED WYNN SHOW 
M-SQUAD 

JACK PAAR SHOW 

NBC NEWS 

TODAY (Dave Garroway) 
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UN MAGAZINES 2... 


SO PERSUASIVE, 











ANID FEAT ORUING A INNEW WATCH... 
WITH THAT BULOVA DIFFERENCE 
—-THE LOVELY NEW 17-JEWEL 
BULOVA GODDESS OF TIME*- 
DESIGNED TO SELL FAST DURING 
YOUR PEAK SELLING SEASON- 
EIGHT BEAUTIFUL MODELS WITH 
MATCHING EXPANSION BRACE- 
LETS FOR AS LITTLE AS $39.75- 
BACKED BY THE FULL POWER OF 
THE BULOVA NATIONAL CAMPAIGN. 


*FOR RELEASE OCTOBER 23 
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BYLOVA RADIOS, TOO!....ADVER- 
TISED IN LIFE IN A DYNAMIC NEW 
WAY...SELLING BULOVA AS THE 
ONLY RADIOS CREATED BY A FINE 
WATCHMAKER...TELLING CUS- 
TOMERS THEY’RE SOLD ONLY BY 
BULOVA JEWELERS. IT’S THE ONLY 
CAMPAIGN AIMED EXCLUSIVELY 
AT BUILDING THE JEWELER’S 
RADIO BUSINESS! 








BULOVA HERCULES 


$69 95 less bottery 


JEWELER'S NAME 


Now - while we have a complete selection 


: 
BULOVA warcs 


ACT NOW !... 
BULOVA 


TIE IN 
BULOVA 


TUNITY EXTRA CUSTOM- 
ERS EXTRA SALES 
EXTRA PROFITS 


BuULOVA WATCH CO., INC., BULOVA PARK. Nv. Y. 
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‘“‘PIGGY-BACK” 
NEWEST, BIGGEST 
TRIPLE VALUE AT 


—an elegant, luxuriously fitted Dresser Wardrober, all 
steel construction and... 
—riding ‘‘Piggy-Back"’ inside, a handsome long-needed 
small travel case, all steel construction and. . 
— customers’ own choice of any one of six beautiful 
ANSON 3-piece Jewelry Sets 
ORDER UNIT 15/59 YOUR TOTAL COST. $22.50 


YOUR TOTAL RETAIL. $47.70 


consisting of 6 assorted $7.95 
Your total Federal Tax $ 2.10 


(F.T.1.) dresser and travel ward- 
robers and 6 3-piece jewelry 
sets. 


(slightly more than keystone) 


. . . NEW IDEAS like the Piggy-Back are the LIFEBLOOD 
of your business! 


ORDER TODAY 
from these 
Anson Distributors 


ARIZONA 
E. W. Reynolds Co., Phoenix 


CALIFORNIA 

The Ball Co. of California, Los Angeles 
Friedman Gessiler Co., Los Angeles 
Sam Haffner, inc., Los Angeles 

Simon Green Co., Los Angeles 

Phillip Wolman Co., Los Angeles 

S. M. Mickelson Co., San Francisco 
Morgan & Allen Co., San Francisco 


COLORADO 
A. C. Becken Co., Denver 
Aibe;t F. Long Co., Denver 


DISTRICT OF COLUMBIA 
Advance W. & Jirs. Sup. Co., Washington 


FLORIDA 
Streiff Jewelry Co., Miami 
Dunn & Ewbank inc., Tampa 


GEORGIA 
Ewing Brothers, Atlanta 
Sommers & Sommers, Atlanta 


ILLINOIS 

The Ball Co., Chicago 

A. C. Becken Co., Chicago 
Stein & Ellbogen Co., Chicago 
A. C. Becken Jr., Chicago 
Lossau & Kramer, Chicago 
Pakula & Co., Chicago 


INDIANA 
Baldwin-Miller Co., Indianapolis 


KENTUCKY 
Erwin Neuman inc., Lexington 
Gleeson Jewelry Co., inc., Louisville 


LOUISIANA 
J. C. Wilfert Co., Crowley 


MARYLAND 
M. Kohner, inc., Baltimore 


MICHIGAN 
Stein & Ellbogen Co., Detroit 
The Gorenfio Co., Detroit 


MINNESOTA 

The Ball Co., Minneapolis 

C. E. Roal Co., Minneapolis 

S. H. Clausin & Co., Minneapolis 


MISSOURI 

Edwards & Co., Kansas City 

The Gerson Co., Kansas City 

J. J. Burke Co., St. Louis 

Wm. P. Mahne Silver Co., St. Louis 


NEBRASKA 
T. J. Safford Co., Lincoin 
J. P. Byrne & Sons Co., Omaha 


NEW ENGLAND AREA* 

|. Alberts’ Sons, inc., Boston, Mass. 
G. F. Crook Co., Providence, R. | 

). A. Silver Co., New Haven, Conn 


GREATER NEW YORK AREA** 
Berwin Jewelry Co. inc., New York 


NEW YORK STATE 

H. Poiner inc., Buffalo 

A. Winkelstein iInc., Elmira 

Hyman M. Cohen, Rochester 

M. Levitz & Co., Albany 

Lucas Wholesale Jewelers, inc., Syracuse 


NORTH CAROLINA 
The Ball Co., Charlotte 
Shubkin-Retchin inc., Charlotte 


OHIO 

A. C. Becken Co., Cincinnati 

A. G. Schwab & Sons iInc., Cincinnati 
Markowitz & Friedman inc., Cleveland 
Joseph Sculler & Co., Columbus 


OKLAHOMA 

Oklahoma Ross Beck Co., Oklahoma City 
OREGON 

Butterfield Brothers, Portiand 


PENNSYLVANIA 

Brown & Son inc., Philadeiphia 

J. B. Bechtel & Co. inc., Philadeiphia 
J. L. Tessier, Philadeiphia 

Superior Jewelry Co., Philadelphia 
Biggard & Co. inc., Pittsburgh 

J. B. Bernstein Co., Pittsburgh 

G. Phillips Co., Scranton 


TENNESSEE 

Sandown & Kendall, Memphis 

S. Fargotstein & Sons, Memphis 
A. C. Becken Co., Nashville 

C. B. Peterson Co., Nashville 


TEXAS 

Lyles-Van Degrazier Co., Dallas 

Herbert Stehberg inc., Dallas 

Higginbotham Jewelry Co., inc., Dallas 

Wm. R. Katz Co., Dallas 

Taylor & Co. Inc., Houston 

B. M. Hammond Co. Inc., San Antonio 

UTAH 

Decker Jeweiry & Co., Salt Lake City 

S. H. Clausin & Co., Sait Lake City 

VIRGINIA 

Richmond Jirs. Sup. Co. Inc., Richmond 

WASHINGTON 

Albert Spring & Son, Seattle 

Simon Golub & Sons, Seattle 

irving Gelb, Spokane 

S. H. Clausin & Co., Spokane 

Simon Golub & Sons, Spokane 

WISCONSIN 

M. Weingrod Co., Milwaukee 

HAWAII 

Ettingers Wholesale Jewelers, Honolulu 
*istribution in area through listed dis 
tributors only 

**Also Sole Franchised Distributor, State 
of New Jersey South to Trenton 





“Quality tells... 
Quality SELLS always!” 





parenren foalre DIAMOND RINGS 


PATENTED Feature -gslo SETTINGS 





PATENTED {plorified LocKiNG DIAMOND RINGS 


- 


C yevild Love. SETTINGS WITH BAGUETTES (pat. appi'd for) 


@ ACCEPTANCE RINGS FOR MEN 
EACH RING BEAUTIFULLY INSCRIBED 
“LOVE CONQUERS ALL” 


@ LADIES’ AND MEN'S STAR SAPPHIRE 
AND STAR RUBY RINGS WITH DIAMONDS 


e LADIES’ FANCY RINGS AND 
e LADIES’ PRINCESS RINGS 


e LADIES’ PEARL RINGS 
WITH DIAMONDS 


e MATCHED DIAMOND WEDDING RINGS ,4@>, ‘S 
FOR HIM AND FOR HER da Rag 


e “FOREVER DARLING" DIAMOND HEARTS 
AND “FOREVER DARLING” DIAMOND 
PENDANTS, SOME WITH PEARLS 


COMPLETE RANGE OF MERCHANDISING AND PROMOTION 
AIDS TO HELP YOU BUILD TRAFFIC AND CREATE SALES 


C4 
LOOK FOR THE, COMME TRADE-MARK IN EVERY RING 


FEATURE RING COMPANY, INC. - 130 WEST 46TH STREET. NEW YORK 36, N. Y. 
WORLD'S LARGEST MANUFACTURER OF INTERLOCKING ENGAGEMENT AND WEDDING RINGS FOR DIAMONDS 
Feature Lock, Feature-glo, Acceptance, Forever Darling are registered trademarks of Feature Ring Co., Inc. Feature Lock pat. 2507348, Feature-glo pot. 2774231, Emerald Fire pat. applied for 744625 
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So obviously ior! it ¢ 's wrist... then 


simply click the TWIN-LOCK! ... close a smooth and profitable sale! 


New Anson rwin-tock Idents reo = )" 


for men and women... in 12K Gold-filled and Sterling Silver 


Anson Twin-Lock® is to idents what Hi-Fi is to phonographs! A clear cut ENGRAVING SUGGESTIONS 
advantage . . . easy to demonstrate, easy to sell. Gives the whole ident * -—— > — 

; ; sOKN R. suawne Yi vo m0 seciai 96 5-21- 445 
business a tremendous lift! Twin-Lock Idents are such a pleasure to — 0 U sacze. avuse WY 
handle. So easy to put on and take off. The exclusive Twin-Lock clicks atin at tie satiate 


tawve » 5 be ‘ ; name or sentimental inscrip- serviceman’s serial number, 
tight, stays securely. They come only in 12k gold-filled and sterling eas “Seams dates Se tee Seen teak Geeta semaine 


silver; the chain is in one piece, there are no moving ! number or vital medical data 
parts, nothing to rust or to deteriorate—that’s why ORDER INDIVIDUAL IDENTS FROM UNIT 307/595 
LIFE, in writing! A litt a ae ep ca 
3 S$ i} te 
Anson guarantees them for LIFE, in writing! ittle ene We meneses Te” * tAROD eames OM 


booklet comes with the lifetime guarantee, explains 307AS5 (R) 307CS5 (R 
ere | 307AS5 (L) . _. . $12.50 307CS5 (L) $16.50 
the need for idents, shows how they should be en- Sterling Silver—curb chain Sterling Silver—curb chain 
: ; "a ; aa . s 307BS6 (R (wider plaque, heavier chain 
graved—on front and back—bring extra engraving so7ase il; $16.50 307086 (R) 


' : ' r ha. ; » orf 12K Gold-filled—curb chain 307DS6 (L) $18.50 
profits to you. Exceptionally, beautifully gift ye As Fe oe 


boxed. A well thought-out item, very well (wider plaque, heavier cnain) 


thought of by your fellow jewelers. Order LADIES’ REG. measures 6%" * LARGE measures 77% 
307ES5 (R) 307FS6 (R) 
today from your Anson distributor! ® Trade Mark 307ES5 (L) $10.00 —307FS6 (L) $11.50 
Sterling Silver—curb chain 12K Gold-filled—pattern 


all prices keystone curb chain 


ANSON’S NEW PRODUCTS CRUSADE ... = 


BRINGS YOU NEW, TRULY TEMPTING, UNUSUAL ITEMS FAIRLY PRICED \ 

TO YOU AND YOUR CUSTOMERS. FOR OTHER EXCITING NEW ANSON ot A 

PRODUCTS AND DISTRIBUTOR LISTING SEE PAGES 19 and 29. \\ GS 
NW 


1s 
i 


SY 


ANSON INC., 24 BAKER STREET, PROVIDENCE 5, R. 1. 


yn 
K 





Westclox gives you the 
biggest Christmas promotion ever 


...by any timepiece manufacturer! 


N You 
; To pens —~UR MARKET: 
“UPPlements ads in 
Magazines) 
for you. 


loc 

T he ton’ ”SPaper 

here’ pon 

"aig : e's SOMething , ational) 
y day ‘ate j eller 


Nt up to Ch Selling 


iStmas! 


2 
a > 
7 BOSALING RUSSELL 
, = 
* 


erc.or 
ucds 


Wonderful (ifts by | | . ee 
WV ee STC LOx & F 2 = 7 ws ts us masts 


ATT Wonderful Gifts by 
Wy > WESTCLOX 
, wVbia , ®: at = 


a*% 


”, 


ASSORTMENT NO. 5293 ASSORTMENT NO. 3780 


12 Clocks—Cost you only *@8°2 £6 Watches—Cost you only *4,557 


You make 35.6% profit! You make 33.6% profit! 


MODEL MODEL MODEL 
NO CLOCK RETAILS NO. CLOCK RETAILS NO. WATCH RETAILS 


21. Spur (Golden Bronze) $ 4.50 1320 Lace (Antique White) $ 5.98 668 Scepter Sweep (Metal Band) $ 8.95 
205 Big Ben (Plain, White) $ 6.95 1411 Andover (Black) $ 7.98 688 Wrist Ben Waterproof (Strap) $ 9.95 
465 Penthouse $ 7.95 1347 Brucewood (Plain) $ 8.98 740 Scepter Waterproof (Strap) $10.95 
451. Travalarm (Ivory) $ 7.95 1147s“ Frill (Brass) $ 9.98 728 Shadow Thin (Strap) $11.95 
354 Baby Ben Sequin (Pink) $ 9.95 1096 Sheraton (Luminous) $10.95 662 Coquette Square (Strap) $12.95 
460 Leland $12.95 1440 Orbit (White) $12.95 756 | Shadow Thin Waterproof(MetalBand) $13.95 





ORDER YOUR “‘WONDERFUL TOWN" ASSORTMENTS TODAY! 


WESTCLO xX 


THE GOLDEN 


WESTCLOX, MAKERS OF BIG BEN, DIVISION OF GENERAL TIME CORPORATION ANNIVERSARY YEAR 
OF BIG BER! 


Above are suggested retail or Fair Trade prices and subject to 10% Federal Excise Tax 
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MOST IMPORTANT HAIR DRYER ADVANCE 
E HOOD! 


SINCE T 





NEW! Biggest package on the 


market! Hood, comb, hose, dryer... 
a complete Home Hairdressing 
Salon! Can be used 3 ways: with 
hood, with comb, or as a portable 
ho nd dryer. 


NEW! Exclusive Comb-Dryer! 


Blows warm air right through the 
comb. For damp-drying hair before 
setting pin curls...for naturally 
curly hair...for children’s hair. 


NEW! Air Circulating Hood! 


Durable, comfortable. Rubberized 
hood is pre-formed, permitting even 


RONSON MAKER OF THE WORLD'S 


CIRCULAR-KEYSTONE, OCTOBER 


Oi Dryer : 
Attachment a 


New 


HOOD ‘N’ COMB HAIR DRYE 


4 


Ic 


~ 


drying on all areas of the head. Sets 
curls firmly. Pretty polka-dot fabric 
with velvet headband. 


NEW! s : 

« Super-Powered, Super- 
Quiet, Super-Safe! Dries quickly, 
quietly,completely! Doesn’toverheat. 


Arthur Godfrey, America’s top 
salesman, to sell Ronson Hood ’N 
Comb on network TV. Also full 
page, full-color ads in national mag 
azines. Order now! 

suggested 
retail price 


$4995 


#35101 Blush Pink 
5102 Pacific Blue 
] 


) 
35103 Desert Yellow 


4 
pe 


‘ 


GREATEST LIGHTERS, ELECTRIC SHAVERS AND HAIR DRYERS 





exclusively designed by 


The Bard 
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MAINTENANCE 
SERVICE 

WILL SAVE 
YOU MONEY 
EIGHT WAYS 


HOW ? 


CONTROL OF COSTS 


You can budget your service expense, eliminate 


cost of repairs, and YOU SAVE MONEY. 


REGULAR INSPECTIONS 


Detect undue wear or strain on parts. Regular 
inspections save you the worry of costly interrup- 
tions of your business system. 


PROPER LUBRICATION 


Protects working parts of the machine against pre- 
mature wear and corrosion. 


PERIODICAL CLEANING 


Increases efficiency and lengthens the life of your 
machine. 





PARTS WITHOUT COST 


Parts will be furnished without cost to users of 
National Maintenance Service. 


FACTORY-MADE PARTS 
Parts made by the manufacturer are used to replace 
broken or worn parts. 


QUICK SERVICE 


You can call us without additional cost any time 
your equipment is not operating satisfactorily. 


BONDED SERVICEMEN 


Factory trained to give you efficient service and to 
SAVE YOU MONEY. 


You invested in your National equipment for its ormADE MARE REC. U.8. PA 
money-saving features. National’s “Preventive Main- ghee cates 


: ; *K 
for more years. Call your nearby National Service Wattonal 


tenance” will maintain these savings every year 


Man for full details on National Maintenance. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


CASH REGISTERS + ADDING MACHINES 
ACCOUNTING MACHINES 


wer paper (No Carson Reauired) 


1039 OFFICES IN 121 COUNTRIES e¢ HELPING BUSINESS SAVE MONEY 
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Planning a STORE-WIDE SALE? 


A Complete ung tion Package 
... 50 you can DO IT YOURSELF!” 


YES! RUN YOUR OWN SALE! 


More than 5,000 Sales-Aids and Timely Ideas 
sure to draw Crowds 


NEED CASH SPECIALS ? 


We can serve you on Memorandum with several hundred 
of the hottest fast selling profitable traffic items, in- | 
cluding Advertising Copy that will make your sale a suc- 
cess any month of the year. 


Consult us in confidence. We can refer you to a number 
of Jewelers who have run Successful and Profitable Sales 
with our service. Write, wire or phone for details! No 
town too small for a SUCCESSFUL SALE! We can rec- 
ommend Experienced Sales Supervisors at nominal fee— 
upon request! 


ALL THIS AND MORE! 


A COMPLETE SALES PROMOTION ADVERTISING 
MAT SERVICE, FLEXIBLE FOR ANY KIND OF 
SALE! HUNDREDS OF SIGNS, PENNANTS, BAN. 
NERS AND SHOW CARDS TO DRAMATIZE YOUR 
EVENT! DiE CUT DIAMOND RING AND STONE 
RING SPECIAL SALE CARDS 200 INCLUDED! 
SPECIAL RADIO CONTINUITY 25-50-76-100 
WORD DYNAMIC SALE ANNOUNCEMENTS! 
DIAMOND MERCHANDISE CONTEST, DOOR 
OPENER GIMMICK, TRAFFIC STUNTS, CROWD 
GETTING IDEAS! COMPLETE SURPRISE PACK. 
AGE MYSTERY BOX PLAN WITH MATS AND 
HOW TO SELL ‘EM BY THE THOUSANDS! A 
DIRECT MAIL LETTER WITH COPY AND MAT; 
FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS 
OF IDEAS] 


*30 


FOR EVERYTHING 
YOU NEED TO RUN 
ANY KIND of SALE! 


Sample Full-Page Adv (Reduced) 





Ea a UP TO 75% 
GIFT! 


Store Nome __ STOCK LIQUIDATION SALE 
mamas PUBLIC NOTICE! <5:0¢2 ON THE PREMISES! EVERYTHING 422 G0 

ITS THE WILDEST PRICE PANIC ##CITYS EVER SEEN! * 

a eae WATCHES! a ae am 
ik SACRIFICED? ge 


e RE 


WE WERE WRONG- WE ARE SORRY 


ra Our Loss Is Your Gain— We Overbought and Merchandise Is Piling 
Now We Are Forced To Liquidate This New Guaranteed Stock At 


nd When Our s Creat Stock Liquidation Sele At 
10 A. M. "TOMORROW -- - THURSDAY 
NAR URS! OMESTMET Bo = FOR THE FIRST 100 | 2 crsr amos waers s9cic0¥o 


PEOPLE AT OUR DOORS WATC H E S 


nowee mmavrus) TOMORROW ATWOA.M. | - 


WERT NEVER PRIG 





oe 
OUT THEY GO 


SAVE UP TO 75° x & DOLLAR SAVE UP TO 75° & DOLLAR 


SPEC/AL/ 


EVERYBODY GETS A BARGAIN RVBODY GETS A BARGAIN 


TEL ape GOING BUSINESS! dl 


en LEATURE 
_ WEEE | CHAE BOKES/ 4 


esr we a 
| | | Srore No BARGAIN 


=r | 
Ee) _WACTNOW . 


a agit 
EVERY PURCHASE! 


BAKCAIN 





PICK 2 Ahh! 
PICK a WATCAS 





You, too, can jam ineand store with custom ers. They come: Ther s saw! Ther bouaht! 


" "Me Yes Es , : y ; j 
= E 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois - ALL PHONES: RAndolph 6-9550 























So Many re adSONS 
young ‘couples [ C 


REGISTERED 
DIAMOND 


Lovely, larger diamonds. 2. Many smart styles at popular prices. 
3. Lifetime trade-in privilege. 4. Permanent registration. 
5. Protection against loss of diamonds. 


STRONG NATIONAL ADVERTISING appearing COMPLETE DEALER-AID PROGRAM to hel; 


Ip 
regularly in magazines most widely read by young you sell these prospects through newspaper mats, 


people, your best prospects for diamond ring sales neonsigns, motion window displays, in-store displays, 


TV spots, movie playlets and direct mai! literature 





For details write A.H. POND CO., INC. « SYRACUSE 2, N.Y. 





rahiondly--- DT REFERENT 


Emphatically.. . 


from any 
watch you have 


ever sold! 

















Distinctive... 


Signed . . . just like 
a masterpiece. 


Here is the most stariling advance in watch design! Ultra-emodern DOXA 
“Grafie” is the bold new look that anticipates the shape and fashion of watches 
to come, 

DOXA has drawn the bare expression of simple line and transformed it into 
a masterpiece that is worthy of the name DOXA. 

And beneath this extremely modernistic face of beauty is the most highly 
accurate watch ever created. 

The DOXA “Grafic” reflects the reliability of the store in which it is sold. 
And the DOXA “Grafic” emphasizes the personality of the man for whom 


: THE OFFICIAL WATCH 


Available in solid gold, gold-filled or stainless steel. Anti-Magnetic and 
shock-protected movement to retail at $65 and up. OF THE NATIONAL 
DOXA is a 100% Swiss Watch—made and cased in Switzerland and imported 
STEEPLECHASE AND HUNT 


to the United States complete. 


Reputable jewelers in selected communities are now being appointed. Your ASSOCIATION 
interest is invited. O 


DOXA ... the watch that keeps up with the time. 


DOXA WATCH CoO.., INC., 665 FIFTH AVE., NEW YORK 22, N. Y. 
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178 BM 


Gold Plate 


“this new Anson 
money clip holds 4 photos” 
elling item-*5° ..10°° 


Can't you think of several customers you can sell it to right away? This is an item 

that clicks instantly! You surely recognize the sentimental appeal, the tremendous 

potential of such new, slim, elegant money clips that hide and hold 4 photographs. 

You won’t need many words to sell it. But there are additional selling features! All 

new Anson money clips have the new adjustable spring action (exclusive with 

Anson) which never tires out, holds a single bill as snugly as twenty. There are “ 

seven new photo money clips to choose from (only five shown here). Some have Path ge 
room for engraving. All are beautifully finished and handsomely presented in all- . . « always retains its safe grip, 


Prag i 7 fect 
steel constructed gift boxes. A truly terrific item! Be the first to show it in your town! aaliat, Giiaiicar ih Gassian enamer ellie 


aga ie one. 
Phone your Anson distributor. oo “Patent Pending 


#t178AM Gold Plate #£178CM Gold Plate #t179DM5 Sterling Silver... .$10.00 7179AM5 Sterling Silver .. . $10.00 
#t178DM Rhodium. . . $5.00 each #£178FM Rhodium . . . $5.00 each 


ORDER UNIT 178/59M consisting of 6 assorted photo money clips to all prices keystone 
retail at $5.00 each: (3 Gold Plate, 3 Rhodium) TOTAL RETAIL $30.00 


ANSON’S NEW PRODUCTS CRUSADE ... 


BRINGS YOU NEW, TRULY TEMPTING, UNUSUAL ITEMS FAIRLY PRICED 
TO YOU AND YOUR CUSTOMERS. FOR OTHER EXCITING NEW ANSON 
PRODUCTS AND DISTRIBUTOR LISTING SEE PAGES 19 and 21. 


ANSON INC., 24 BAKER STREET, PROVIDENCE 5, R. I. 














Put. 


= 


Leather is what its handling makes it. The singular beauty of 


Gemex Teather watch straps comes from the gentlest handling | 


of the best available skins, and the number of operations 
. entrusted to hands instead of to machines. For example, 
_ Gemex tools the edges of the strap by hand to achieve a soft, 
| rounded effect... even though a slip of a hundredth of an inch 
means a “reject”. This job simply cannot be done by machines 
without eile quality. And miny is the first law at Gemex 


we ; : sia tds : 
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FREE incab 
730 Fifth Ave 


: incabloc corporation ° 























UNIVERSAL 


i * ; y I 
f with the FLAVOR-SELECTOR 


TEN-CUP CHROME: TEN-CUP COPPER: EIGHT-CUP CHROME 


ALWAYS THE LEADER! NEW INSIDE and OUT! 


Universal introduces three new Coffeematics that bring 
greater beauty, more features and bigger value to this @ NEW TUBULAR HEATING UNIT 


already famous line. Universal is FIRST, as always, with @ NEW COLD WATER PUMP 
gen. epee yanks casi ania Aaaaitiianin 
a — preferred by millions. See them and @ NEW BREWING SPEED 
¢ ‘ 7 ye | | | . 
FIRST again, with all new, up-to-the-minute styling that @ NEW CONTROL ACCURACY 
@ NEW NUMERICAL CUP MARKINGS 


outshines all others. 
FIRST again, with all new, improved features that make @ NEW STYLING 
it the finest coffeemaker of all time. 


FIRST again, with the only full line of quality, chrome- 
appeemieamnan UNIVERSAL 





FIRST again, with the biggest advertising program be- 
hind any single product. LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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never since Eve 


has the leat 
been so fabulously fashtoned 


aS HOW... 


gold-filled 


cultured pearl 
a _creations 


Cunning cover-up, cleverly contrived to put a lump in yoar Adam's 












































own apple. Be every inch his Eve... with Imperial gold-filled jewelry 
exquisitely enhanced with Imperial Cultured Pearls, grown in the 
living oyster. At better jewelry and department stores everywhere . 


priced to make the Garden of Eden the far side of Paradise. 


Today's New Fastest Selling Gold-Filled Line—As Advertised In November Glamour 
Get Set Now—See Your Imperial Representatives—or Write for Prices 


IMPERIAL PEARL SYNDICATE, INC. 


World's Largest Importers of the World's Finest Cultured Pea Is 
Chicago Detroit Los Angeles 
5 No. Wabash Ave 914 Michigan 607 S. Hill St 
Theatre Bidg 





This young lady could be the best friend a jeweler ever 
had. kor, despite her starry-eyed expression. she means 
business. //amilton watch business. 

During November and December, she'll be seen by 
the millions in the advertisement shown on the opposite 
page. It will appear in Reader’s Digest, The New 
borker, National Geographic and Ebony. Its theme: 
a Hamilton diamond watch is the reward of love. 


Millions more will hear this same message at the 


same time during Hamilton’s nation-wide spot radio 
campaign. our customers are among them. 

Why not let this advertising work with you? Order 
free ad reprints for your store display. And ask your 
local radio station about the new Hamilton spot an 
nouncement transcriptions available at no charge for 
jeweler sponsorship. 

For fast service, write or call: Sales Promotion 
Department. Hamilton Watch Company. Lancaster, Pa. 


4 Hamilton Watch Company, Lancaster, Penna. 
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Can any watch you choose for her tell all your unspoken thoughts ? 


A Hamilton diamond watch will come very close . . . for no woman is more loved than 
the woman who wears a Hamilton, the most prized of watches. Select hers at 

your Hamilton Jeweler’s. Every genuine Hamilton diamond watch carries a 
registered seal and guarantee. Left to right: Jubilee AA, $89.50; Radiant H, $175; 
Galaxy J, $375. Hamilton Watch Company, Lancaster, Pennsylvania. 


F7SIAN7/ LT ON 


is the name that means the most in diamond watches 








UNUSUAL 


~-- Mean 


( PRICED FROM 


All the fine Taylor weather instruments 
shown on the opposite page will ap- 
pear in full color in the November 29th 
issue of the Saturday Evening Post. 
Each one ts a proven gift item, selected to sell quickly, 


FULL COLOR ADIN 


at a good profit using very little of your valuable dis- 
play space. 

The Saturday Evening Post is a powerful selling med- 
tum, particularly at Christmas time. By ordering, stock- 
ing and displaying the Taylor instruments featured you 
can make unusual Christmas profits. 

To associate your store directly with the Saturday 
Evening Post color ad, we are offering a free easel-back 
counter card featuring “‘Jolly’’ the Taylor Reindeer. It’s 
vours for the asking. Why not put your Christmas order 
in today? Taylor Instrument Companies, Rochester 1, 
New York and Toronto, Ontario. 


The aristocrat of all barometers —the Chippendale ( s/ow» 
at left) is the finest instrument of its kind. Authentic 
styling, painstaking handcraftmanship and _ technical 
skill are evident in CVCTY detail. 

Exquisite 12°’ barometer dial, with matching humid- 

ity indicator and thermometer. Hand rubbed soft antique 
brown mahogany, blonde or red mahogany on special 
order. Overall height 39’’, width 14’. Order #2477. 
Retail $275. 
Only Taylor offers you these exclusives. Every Taylor bar- 
ometer has a built-in altitude adjustment. SroRMOGUIDE* 
models give detailed forecasts 12 to 24 hours in advance. 
Standard models 0 to 3500 feet. For 3500 to 7000 feet add 
~ HH" to catalog number. 





GIFTS BY TAYLOR 
Unusual Profits for You! 


$ a 25 TO $ 2 75 ) Ss * “ i. és LJ J ate De 
Pendant STORMOGUIDE Barometer 
gives detailed weather forecasts. 
Tells temperature. Solid mahogany 
and brass. * 2494, $22.50 retail. 


“Navigator” Compass ideal “Consul” Combination with STORMO- The “Weatherhawk” provides a continuous 
for car or boat. Push but- GUIDE dial, predicts weather, tells record to show trend and magnitude of 
ton lighting with batteries temperature, humidity. Plastic case. barometric changes, also rate of change— 
—no wires. * 2957, $6.95 Cloud gray * 2583, Chocolate Brown, very important in predicting severe storms. 
each, retail. * 2584. Gold lacquered base. $9.95. Electrically operated. * 2316, $49.50 retail. 


a ee —— 
oe" "ie, 


eo” ** 
’ TAYLOR INSTRUMENTS % 
3 SELL BEST BECAUSE q 
& «THEY'RE KNOWN BEST! Py 
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Window Thermometer in stur- Maximum-MinimumThermom- “Suburban” Indoor-Outdoor 
dy aqua green Tenite case. eter tells highest and lowest Thermometer shows outdoor 
Translucent back, a big scale temperature since last setting, and room temperature from 


for easy reading. Order * 5328, also present temperature. Or- indoors. Solid mahogany case. 
only $3.25 list. der * 5458, $12.95 retail. * 5338. Only $10.95 retail. 
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New Ear Clip! 


Vodel 762 
Actual Size 








a > y - 2 — ee 


Contour design of clip allows 
maximum ear lobe clearance 
for greater comfort. 


af V4 | 
Us 
, 
4 SS, | \ 
Model 762 (\ 
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| , i} New traction design of head 
provides unique security. 
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J -Tol haemo Lalo Me lolale|-1amihi-mie) ame [Cle li Name aalale Ly Full length, rib- 
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gives reinforced 
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assures longer 


life of clip. 
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Sell the 
Quality Market 
that builds 
Bigger Profits 


with 


KOMFIT 


ARISTOCRAT OF WATCHBANDS 


The quality market is the profitable market! And 
it's growing bigger every day! 

To sell this vast market and attract new cus- 
tomers to your store, feature KOMFIT...the 
one watchband that means quality to millions 
of consumers! 

Today, KOMFIT is the most distinguished 
watchband in the land. Certainly it is one of 
the most profitable. Why? Because it’s uniquely 


styled and mastertully crafted. Because it's com- 


pletely flexible, thin as a dime and adjustable to 


any wrist size. In short, because it’s the most 
popular quality watchband in America! 

Now is the time to build volume and increase 
profit by trading up to KOMFIT, aristocrat of 


watchbands. 


FORSTNER, INC., IRVINGTON 11, NEW JERSEY 
Showrooms 
320 Fifth Avenue, New York 1, N. Y. « 29 E. Madison St., Chicago 2, 


Forstner (Canada) Ltd., Sherbrooke, Quebec 
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An 


grac 


in 14K Gold No 
Larter and Sons of Newark 


exquisite 


eft ul Florentine F inish 
“Wheat Pattern” 


makers of fine jewelry. 


alelalcumolere 


CHARLES F. WINSON 
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AVENUE NEW YORK 


“Linde” Star 
highlights the heart of this 


Brooch 
3405 from 


LINDE 


Se 





Add your name to 
the list of major 
jewelry manufac- 
turers who specify 
‘Linde’ Stars, the 
finest synthetic gems 
in the world. 


NEW YORK CITY 
Alean Mfg. Co. 
Resheranan & Lerner 
Belenky Bros., tne. 
Biekson, Ine. 

L. Brandt Ce. 
soronet Jewelers 
~w oy & Sense jiry. 

ne 

rE. S. Feinstein & Co. 
riyer Brethers 
“tb & Ben Fraekman, 


devertz a + as Ine 

Glaeser Ce. 

Goldstein. Gersen Ce. 
Green & Ce., jirs., Ine. 
Benjamin & Edward 4. 
Grees Ce., Ine. 

Marry Guise, Ine. 

H. Hamburger Ce., ine. 
irvring Ce. 

8. Jollefsky & Gens, Inc. 
Kaha & Ce. 


Morris Keplen and ane 
Charles . 4 Rin 

K. Ss. K. ‘pl 
Mereury oh ol 

Murray Perkel y- Ce., 
Aaron Perkis 

Samuel Piatrer Ce., 

& M. Jewesiry :* 
David Sarkin, tm. 
William Sehneider 
ichuman & Donchi, Ine. 
Seltzer Bree. 

Bkalet Mfg. Ce., Ine. 
ea Rebbine & 


Ine 
War oa *skoinit. ine. 
J. R. Weed & Bene, ine. 


‘=Oooco}-s awe 








BUFFALO, W. Y. 
The Bock -Lewis Ce. 
M.A. Reich and Pe: 7 


CHICAGO, ILL. 


Ed. Cain & Ce., Ine. 
Hirech and Oppenkei mer 
Stein & Elibegen Ce. 


INDIANAPOLIS, IND. 
Goodman and Company 


MIAMI, FLORIDA 
Louls Lang & Ce. 


MINNEAPOLIS, MINN 
Ostbye end Andersen 
Ring Specialty Ce. 

ST. LOUIS, MO. 
Kinsley & Sem, ine 


onio 


rattonas Mfg. Ce. 
B. Geodmen Mfg. Ce. 
“vy 
Swirsky Bros., tne. 
The Vieter Corp. 


PENNSYLVAWNIA 
Byard F. Breger 
Helm and Hehe Ce. 


PROVIDENCE, R. |. 
Delan & Bulleek Ce., Ine 


NEW JERSEY 


Acme Ring Mfg. Ce., Ine. 
Chureh & Company 


tre 
Larter & Sone, ine. 


WORLDWIDE DISTRIBUTORS 


COLUMBUS 83-2656 


*Linde is a registered trademark of Union Carbide Corp.—e synthetic gem 








LETTERS 


ROBBERIES: We have received your Maga- 
zine for years and find the articles timely 
and most beneficial to our operation. There 
is only one subject that we have found 
lacking and believe it could be of great 
benefit to fellow-tradesmen: the subject 
of armed robbery. 

We were the victims of an armed rob- 
bery Dec. 19, 1957. If we had been aware 
that this type of crime happens so fre- 
quently and easily among the trade, per- 
haps the crime against us could have been 
prevented. 
Washington, D. C. AUDREY NYE 
Sheridan Jewelry Co. 
We promise one or more articles soon 
reviewing criminals’ techniques and what 
jewelers can do to safeguard themselves 
against loss.—Ed. 
QUESTIONS: After reading “‘Answers to 
Retail Jewelers’ Complaints” (August), 
may I ask a few simple questions: 

1. When Fair Trade was first broken, 
why did manufacturers go to other out- 
lets? 

2. I challenge you to give me the names 
of many manufacturers who are 100 per 
cent legitimate in their markup. 

3. How can you put the “Abelson, Meyer 
Barr, Russ Perel” chain stores in the same 
class as the “‘average” one- and two-man 
stores in advertising and promotion deals? 

4. Did you ever stay behind a counter 
in a cash jewelry store in New York City 
and try to sell name brand merchandise‘ 
Try it for a week and I’m sure you will 
be able to write a book about your experi- 
ences. 

Brooklyn, N. Y. LESTER L. ROBERT 
R. & R. Jewelry Corp. 


ONE SHOW: At the 1957 convention in New 
York I told some 400 jewelers at the Wal- 
dorf: since the two national jewelry 
associations were to combine, there should 
be one big jewelry show in 1958. 

I predicted that the Chicago Show would 
be a flop—not only in attendance, but also 
that the large exhibitors would not attend. 
My prediction was correct. Let us have 
one show starting in 1959 and alternate 
the location—in New York one year and in 
Chicago the following year. 

Hammond, Ind. IRVING N. CHAYKEN 
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for all jewelers 


Now, for the first time, the GIA 
brings the retail jeweler complete 
Diamond Training in one course! 
With this practical home-study 
course you become a specialist in 
Diamond Grading, Competitive 
Buying, and Accurate Appraising 
—with grading and appraisal 
practice using GIA diamonds. 


Gain the added prestige, the 
greater profit, the sure confidence 
that comes from knowing. Write 
today for complete information 
on this exciting new course. Cata- 
log contains color plates of dia- 
monds and gems! 


JOSEPH |. LEE, JR. 

JOHNSON’S JEWELERS, RALEIGH, N.C. 
“We were lucky to sell one diamond of a 
Carat or more per year. After GIA training 
we average two to three per month.”’ 


ALLAN L. STEVENS 

STEVENS & SON, SALEM, OREGON 
“Diamond sales become easier with GIA 
training. My customers consider me an 
authority and refer new business my way.’ 


ITA 


GEMOLOGICAL INSTITUTE 
OF AMERICA 


DEPT. Ki0, 11940 SAN VICENTE BLYD. 
WEST LOS ANGELES 49, CALIF. 


TOBER 1958 
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SUCCESSFUL ~~ 
SALE 
IS AN ART! 


by Manny 
Silverman 


OUR NEW 
COMPLETE SALES SERVICE 
IS A RESOUNDING SUCCESS: 


IN BETTER THAN 8 OUT OF 10 SALES 
... WE WERE REALLY ABLE 
TO SELL OUT COMPLETELY! 





Yes, for every 8 out of 10 going out of business sales 
we conducted in 1958 we were able to: 


|. SELL ALL THE INVENTORY. 
2. SELL THE ACCOUNTS. 


. SELL FURNITURE & FIXTURES 
& MATERIALS & MACHINERY. 


4. SELL LEASE. 


These jewelers would have had to take 40¢ to 60¢ 
on the dollar for inventory, were it not tor our new 
complete selling out service. 


These jewelers would have received nothing for their 
furniture & fixtures were it not for our new complete 
selling out service. 


These jewelers would have probably only collected 
up to 60¢ on the dollar for their accounts receivable 
were it not for new complete selling out service. 


Instead they averaged at least $ for $ for inventory 
received a handsome amount for their furniture & 
fixtures, were relieved of all responsibility on their 
lease and collected the bulk of their account: 
receivable in full. All this was accomplished through 
our new method. 

if you have made up your mind to quit, let us show 
YOu how TO get the most for your yeor of work. 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, N. Y. 
Telephone: Plaza 7-4693 











STOC I( sewery Boxes 


We will gladly de- 
sign your own tpe- 


cialized package for 


you L-2 


RING TRAY 


A ladies’ ring tray in two shades of velvet and trimmed 
with a bevelled metal rim. Our complete line of 80 stock 
jewelry boxes is available through material suppliers, for 


immediate delivery. Our 1958-1959 catalog mailed on re- 


quest. 


523 MT. HOPE STREET ° ATTLEBORO FALLS, MASS. 


MASON BOX COMPANY 
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ina wide variety of chain designs 


Available in Sterling Silver 1/20-12 K.G.F. 10K and 14K 


hAember 


JLe 
18) iW 
SOLD THRU LEADING WHOLESALERS 
AUTOMATIC CHAIN COMPANY 
PROVIDENCE @® RHODE ISLAND 


NEW YORK CHICAGO LOS ANGELES 


They're New ... They're 


Underwater watch has radium dial, mov- 
able bezel, 17-jewel self-winding movement 
and stainless steel case. With black or white 
dial and self-adjustable stainless band, $100 
r.T.I. From Zodiae Watch Co., 15 W. 41th 
St... New York. 


47OR iscg 


UNDER ARMS @ 





Lady Ronson Deluxe shaver has two cutting 
heads: ‘“Trimette” for underarms; ‘“‘Beauty- 
Glide” for legs. In white, pink or blue. $17.50 
retail. From Ronson Corp., 1 Woodbridge Rd., 
W oodbridge, N. J. 


Golden Executive” features a world map 


synchronized to the movement of the earth, 


indicating the time zones of the globe and the 


actual time in the key cities of the world. 


Kiom Relide Clock Co... 580 Fifth Ave., 


New York. 





Yours to Profit By 


Pendant-brooch combines platinum with 
round, baguette-shape and marquise diamonds. 
To retail for approximately $15,000. By Ray- 
mond Abrahams, 551 Fifth Ave., New York. 


“Quartette” features matching bridal set, 
yroom’s ring and lady’s wide wedding ring. 
Fourth ring extends selling flexibility and 
lessens prospects of “orphan” merchandise. 
From Karlan & Bleicher, Inc., 186 W. 52nd 
St.. New York. 


Telectro tape recorder (model 1970) comes 


complete with one hour of tape on a 7-inch 


reel, a 7-inch take-up reel and full-frequency 


erystal microphone, $99.95 retail. From Telec 


‘ 
eraroe 


trosonic Corp., Long Island City, N. Y. 











“The Kosary of the Whonth " 


Catamore Rosaries . . . handsomely crafted of pre- 
cious sterling silver and the finest rosary beads. Dis- 
tinctive . . . beautiful original designs. Sales are 


bound to increase—and profitably. 


Selected 
and 
Serviced 
by 
Leading 
Wholesalers 


at? «>cre 


R481 20-675 $13.50 
Crystal Aurora borealis, 
bead of the Northern light, 
hand engraved cross and 
center. 





FLEXIBLE 
FUNCTIONAL ~ 
PROFITABLE 


Here's an expansion 
bracelet that will enhance 
the looks of any man's 
timepiece. Boldly sculp 
tured links form a band 
that's handsome and 
functional. Price designed 
to keep your cash 
register ringing. Avail 
able in 1/20-1I0K Gold 
Filled tops and Stain 
less Steel 


CAT. NO. 1244 


Ask your wholesaler 
to show you our 
complete line. 
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NORTH ATTLEBORO, MASS. : 


WATCHBANDS INC. 








Presenting the 


EXECUTIVE 


The Quality line A King-size value ina 
priced to sell. Sterling Cigarette Box 


#1 — 4” long, 3%” wide, A a 
l\%* high | $29.50 Number six in the series of 


2 — 6%" long. 3%° Smith & Smith quality sterling 
wide, 14%” high... .$42.00 boxes. 84%” long, 3%” wide, 
24,” high. Sterling through- 
out, even the bottom, and not 
weighted. Cover gold lined. 
Cedar lining divided in three 


#3 — 4” long, 3%” wide, 
24%" high | .$38.50 


44 — 6%" long, 3%” 
wide, 2%" high....$$2.50 


9S — BH" long, 3%” . Pe , 
wide, 1%" high... .$$9.00 sections for King size and reg- 
ular cigarettes. Capacity 150 
4ii prices retail and : 
include tax. regular. 
Prices subject to change without notice. 


Stoo saath & smith 


A Division of 





VVALLACE SIitversnmitrHs 


VV WALLINGFORD, COnNnecrTricurT 
A rare chance in the heart of 
BOSTON'S $1,500,000,000 Retail District 
SPACE for RENT 


WASHINGTON- 
JEWELERS 
BUILDINGS 


373-387 Washington St. 


These world-famous build- 





ings are in the center of 
Boston’s busiest retail area. 
The Washington and Jew- 
elers Buildings today serve 
as New England headquar- 
ters for leading national 
jewelers and others. Rarely 
is space available in these 
buildings. The entire 8th 


. . P » ite +* <n o0y OS mt 
floor is available now, also | {}e...5 "| fhe pe 
. ’ ‘ , » 


various space units of; 
> ~ : *() BY 
smaller size. For details ae yh 


write or telephone: Ng oe ie 


MINOT, DeBLOIS & MADDISON 


Vanaging Agents 


294 Washington St.. Boston &. Mass. Liberty 2-5910 








They're New ... They're 


“Locket Ring” bridal set has wedding band 
which opens to reveal area for engraving. In 
14K gold with six diamond mounting. From 
Paragon Ring Co., 85 Columbia St., Newark, 
N. J., through your wholesaler. 


A touch of dinner table formality— Geor- 
yian period rat-tail styled candle snuffer. 
Silver plated, it measures 9% inches long and 
retails for $2.95. From Gerity Gifts, 250 W 
Broadway, New York. 


Hamilton’s “Kimberly AA” has 10K white 
gold barrel case paved with diamonds, end 
pieces of diamond-set corsage motif. Dust 
proof, anti-magnetic, 17 jewels. With grey 
cord attachment, $175 F.T.I. 


Six-millimeter cultured pear! is set in heart- 
shaped filigree motif, with chain. In 10K gold, 
$17.40; in 14K gold, $21.75 retail. From Bar- 
rasso & Blasi, Inc., 31 Governor St., Newark, 
N. J. 





to Profit By 


One of a new series of Sonomatic 15-jewel, 
eight-day clocks retailing at $65. Frame is 
made of solid brass specially treated to pre- 
vent tarnishing. From Cyma division of Berco, 
Inc., 681 Fifth Ave., New York. 


Featuring Linde stars and 14K grained and 
polished yellow gold, this wheat-patterned 
brooch was created by Larter and Sons of 
Newark, N. J., $72 retail. Linde stars from 
Charles F. Winson, 580 Fifth Ave., New York. 


Designed in Syrocowood, non-winding wall 
clock has seven-jJewel movement, no cord. Op- 


erates 12 to 15 months on flashlight battery. 


Irom Syroco, Inc., division of Syracuse Orna- 
mental Co., Inc., Syracuse, N. Y. 


(More They're New starts on page 132) 
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NEW! trom smith & smith 
vau steruncy CIGAR BOXES 


#15 — The PRESIDENTIAL — $165.00 
9” long, 614” wide, 334” high. Holds 50 cigars. Mahogany lined. 


#16 — The MAJESTIC — $142.00 
9” long, 614” wide, 244” high. Holds 25 cigars. Mahogany lined. 


MAJESTIC HAS 
DOUBLE SALES ADVANTAGE 


#16 converts to a handsome Cigarette 
x with removable partitions 
supplied. 


smith & smith 


A Division of 
Ali prices retail and include tax. ~ WALLACE SitverRsomiTtHS 
Subject to change without notice. ~ ° v4 . 
WALLINGFORD cOnwnwecr Vv 


JEWELRY REPAIR HEADQUARTERS 
FOR ALL AMERICA 


Complete Manufacturing 
and Repair Facilities 


Quality Workmanship 
and Prompt Service 


DIAMOND SETTING @ HAND ENGRAVING 
RING SIZING @ SHANKS @ BEZELS @ TOPS @ PRONGS 
DESIGNS FOR SPECIAL ORDER WORK 
PRECIOUS AND SEMI-PRECIOUS STONES 
DIAMONDS, ALL SIZES 
LAPIDARY WORK @ ENAMELING 
RHODIUM AND GOLD PLATING 
Manufacturers of WRIST WATCH CASE LUGS 
Stone Rings 
Mountings and Wedding Rings 
Emblem Rings, Buttons, Charms 
Antique Diamond Ring Reproductions 
Makers of 
Fine Leather Wrist Watch Straps 
Jobbers for 
Gemex +« Duchess 
LeStage + CeeTee 
Deltah « Sea Gem 
Automade 


A. SAUER & COMPANY, Inc. 
329 East 8th Street, Cincinnati 2, Ohio 
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CONTINUES SPECTACULAR TELEVISION 
* WITH GREAT TV SPECIALS 


- = Ss & : - 
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SHOW SC: SHOW 
Starring these all-time = LIVE IN FULL COLOR 


jazz world greats: “® Qne of-America’s greatest 
comedians in a star-studded 


LOUIS (SATCHMO) ARMSTRONG 
Variety Show Series 


JANE MORGAN 

LIONEL HAMPTON 

LES BROWN AND HIS BAND 
ANITA O'DAY 

THE BOBCATS 

THE CHICO HAMILTON QUINTET 
GENE KRUPA 


The Jerry Lewis Shows 

lac me Uinlevare mm dal-Mmallelal-\-jame- Race 
television programs on 

the air... reaching over 

32 million viewers 


with each show! 
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and many others 


& 


with HOAGY CARMICHAEL THE STARTING DATE IS: 
BOB CROSBY  « Saturday, Oct. 18th, 9-10 P.M. EDT 
JOHN CAMERON SWENES © NBC TELEVISION NETWORK 


as Hosts 


€ 


And be sure to consult your 


Kolor-tmmal-i'\2-) 0f-101-10-mni0) am anna lms tale 


Monday, Nov. 10th, 10-11 P.M. EST 
re oF b4- Meo h ame hdal-) aL 1\/1 =D, Gt -telelal_lela-1e 
CBS TELEVISION NETWORK © Jerry Lewis Shows this Fal!! 


MORE SPECTACULAR REASONS WHY MORE PEOPLE WILL CONTINUE 


0 ITAA XX 


THAN ANY OTHER WATCHIN THE WORLD! 


375 Park Avenue, New York 22, N.Y. . 1300 Jane Street; Toronto 9, Canada 





As appearing in full color in VOGUE, October 
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SNOW HOLLY...festive beauty in lustrous pretend pearls frosted with the sparkle of rhinestones. Necklace, 10.00: Bracelet, 7.50: 
Earrings, 5.00; Pin, 7.50. Plus tax. Our model gowned by Scaasi; photographed by Rawlings. Jewelry designs copyrighted by Trifari, 
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THE REVOLUTIONARY NEW FLASHLIGHT 
THAT NEVER NEEDS BATTERIES! 


This handsome flashlight, with its slim, compact, modern design in two- 
tone grey and gold, is the perfect gift item for every member of the 
family. Life-Lite has so many wonderful new features it’s a natural for 
quick impulse sales...and an unequalled traffic-builder. Wonderfully 
convenient... fits in pocket or purse...always handy in the glove com- 
partment. Recharges by merely plugging into any household outlet... 


never overcharges. Life-Lite never corrodes, never needs new batteries. 


® Trade Mark of Gulton Industries, Inc. 


ee 


’ @ NEW PROFITS! 
eu. y @ NATIONALLY ADVERTISED! 
Dor RANT a | @ CONSUMER ACCEPTED! 
nA FREE SALES AIDS 


* 
INDIVIDUAL GIFT PACKAGE WINDOW STREAMER 
Beautifully designed 3 color, sell- DISPLAY CARD 


ing self-display package for im- AD MATS 
. pulse buying. 
RECHARG GLOSSY PHOTOS 


Flak ighf 




















FOR IMMEDIATE PROFITS, CONTRACT YOU 
WHOLESALER TODAY ...OR WRITE 


Alkaline Battery Division 


ulton Industries, Inc. 


Metuchen, New Jersey 
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FOR YOUR EXTRA 


®* You know how tough it is for you to see un- 
trained, extra holiday-help fumbling through sales 
presentations with prospective customers. 

It isn’t pleasant for them, either. 

The chances are you can’t afford the time to 
teach them even the rudiments of the jewelry 
business or make them acquainted with the stock 
you carry. 

Two years ago JC-K published the first booklet 
aimed at providing help—for your extra holiday 
help. It presented the basic essentials relating to 
jewelry merchandise and jewelry merchandising 
in a form which the newcomer could easily under- 
stand and readily adapt. 

The booklet was a great success not only in the 
number sold but in the results it produced both 
for the jeweler and for his new sales people. It 
was natural that there should be a continuing de- 
mand for it. 


This booklet does not go into technical details, 
which only tend to confuse the beginner; it gives 
him just enough to feel that he is not a stranger 
to the business. It is designed to build confidence 
in the clerk, confidence which he can radiate so 
that the customer will, in turn, have confidence 
in his statements. 

The materiai is designed to teach the practices 
of the jewelry store, the psychology of jewelry- 
store customers—and the _ essential facts on 
jewelry-store merchandise. 

The average jeweler in trying to explain to a 
new clerk the quality factors of his various lines 
of merchandise is either too superficial or too de- 
tailed in his teaching. He usually ends up with a 
feeling of regret at having wasted his time. 

Whether the extra Christmas help are school 
teachers, bank clerks, college students, erstwhile 
unemployed widows or potential full-time em- 
ployees, they will find this “‘capsule course” fas- 
cinating, easy to read and absorb. This booklet 
presents its material on the assumption that the 
newcomer knows nothing about jewelry-store 
items and has only average intelligence. 

Did you ever consider the psychology of the 
layman coming into a jewelry store and stepping 


32 PAGES OF BASIC 
@ READER'S DIGEST SIZE 


@ diamonds 

@ clocks 

@ colored stones 
@ giftware items 


JEWELERS 





(Advertisement) 


HOLIDAY HELP 


behind a jewelry counter as a clerk? They are 
just plain scared. 


They must be made to feel at ease, made to feel 
important—they must be made to feel they are 
needed. This booklet does that. It says on its 
opening page to the beginner, “You are now one 
of us.”” It goes on to welcome him as a fortunate 
“person apart.” It continues, “You are now part 
of one of the world’s oldest and most respected 
trades. As one in the jewelry business it is your 
privilege .. .” 

The practical limitations of temporary, part 
time help are recognized. For example, the first 
‘capsule course” is on the selling of diamonds. 
This is not titled with a bookish heading which 
would frighten the beginner. Rather, it is headed, 
“A Diamond Is Forever’’—a heading such as the 
new clerk might find on an article in a consumer 
publication. It is intriguing. It starts with some- 
thing the lay reader can understand and believe. 
For example, the capsule course on diamonds 
says, “On that little tag attached to each diamond 
ring and on the inside shank of the ring itself, you 
will find a wealth of information. Tell it to the 
customer—BUT, if he wants to get ‘technical.’ 


SELLING FACTS ON 


@ watches 
@ silver 
@ china & glass 


(Also included is a three 
page glossary of jewelry 
tore terms and a three 
page list of test que 


tions.} 


SEND COUPON TODAY>> 


Please send immediately 
Selling Picture’ 


you had better be ready to call for the assistance 
of more experienced help to take over the sale.” 

The reading matter on this subject is informa- 
tive without being awesome. The newcomer is 
advised of the quality factors which determine 
the value of diamonds—information which should 
be transmitted to the customer. 

For example, carat weight is explained. “but,” 
the newcomer is told, “size is only one of the fac- 
tors determining the value of a diamond. The 
others are cut or make of the gem, the color, and 
the clarity of the diamond.” The article goes on to 
explain in simple detail just what these are. 

The diamond selling ‘‘course,” like the other 
“courses,” is easily digestible, easily understood. 

In addition to the courses on different jewelry 
store lines, the booklet includes a three-page glos- 
sary and three pages of quiz questions with which 
the new clerk can test his knowledge. 

Clip the coupon appearing to the right—send 
in your order for a copy for each of your extra 
holiday clerks. Do it now! When your extra peo- 
ple report for work you can capitalize on their 
enthusiasm by immediately turning over to them 
these instructive “‘capsule courses.” Copies are 
50 cents each from JEWELERS’ CIRCULAR-KEY- 
STONE, Chestnut and 56th Sts., Phila. 39, Pa. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut & 56th Sts., Philadelphia 


, hr 


Name 


Firm 


State... ; 





39, Pennsylvania 


. copies of “Fitting into the 
at 50 cents per copy. Enclosed is $... 
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thief... and he'll tell you these 


Croton diamond watches are a steal! 


“A steal? Rah-ther! Exquisite! Planning to pick up a few myself. For 
resale, of course. Excellent value. Why the pure white diamonds on 
the case alone could easily cost close to $125 if bought separately! And 
the 17-jewel movement. Impeccably accurate! Acts like —looks. like 
watches costing twice as much. No trouble to dispose of, either. Makes 


Left to right: The Denna, Ilean, Darcel, Darlene, Magda, Iris. 
) 


Keystone, $119.80. For orders of six or more, $107.80 ca. fa smashing gift. Gives a chap a chance 


—-——- << 





3 404 Fourth Avenue, New York 16,N.Y. — at some real business. Especially so dur- 
: Denna___Mlean _Dareel____. 7 ing the season. And, my word! Look at 
orem WEFT seme) the mark-up! Incredible! Don't delay. 
2 ie een ag fold man. Better send in this coupon first 











thing. Might even send one in myself!” 
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Sell up to quality, own to price... 


with TOASTMASTER 





Model 8CI (shown) Square Stain- 
less Steel Automatic Fry Pan, 
$21.95. 8D1 Permanent-Mold 
Aluminum Fry Pan, $14.95. Re- 
movable control, $7.50. Match- 
ing cover, $4.00. 





Model 1B24 (shown) 2-slice Automatic Toaster, $18.95; 
$22.95 in copper. Other Automatic Toasters from $16.95. 
1C4 (shown) 3-slice Powermatic Toaster, $34.95. 1816 
2-slice Powermatic, $29.95. 


Model 5D! Auto- 


matic Coffee Model 8A! (shown) 11” Automatic 


; Fry Pan with built-in heat control, 
Maker; makes 3 $19.95. 8B1 12” size, $24.95. 


tolOcupsatrate | : 
of cup a minute, Vented covers, $3.50 and $4.50. f4 Model 482 Steam & Dry Iron; 


$29.95. : lightweight 34 Ibs., $16.95. 
4A4 Automatic tron, $11.95. 


2 
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sea? 


‘o eeapil : 
wil is } ist ‘ Model 2D3 (shown) Auto- 


2% 
adi ii i. matic Grill & Waffle 
Boker, $34.95. 2D2 
Waffle Baker, $21.95. 


4 beautifully pack- 
aged Home Hair 


Mode! 981 (shown) “Instant Heat” Cutting Sets, $10.95 
ModellOAl 2-speed Star-Mix Blender Automatic Heater, $18.95. 9A2 up. Clipper alone, 
$9.95. 


star-shaped container for faster, $29.95. 9Cl Radiant Heater 
smoother blending, $34.95. $13.95. : 


Quality beyond price makes Toastmaster Homewares easier 
to sell... because they’re worth more! 


And when Toastmaster customers come back, they come ® 
to buy again—not to complain or request repairs. 
Toastmaster Homewares are trouble-free. They’re made 


that way... always have been... always will be. . eo 

The Fall ad campaign is one of the heaviest in Toastmaster Sul “yp El 7 2 Hh 
history ...ads in all leading magazines, climaxed by a We MM 2é UC TM 
Christmas color spread in the Post. Homewares—the new word that helps you sell up to 


quality, not down to price... with Toastmaster. 


Prices shown are suggested retail prices. 


Tie in now to build your sales and profits! 





TOASTMASTER DIVISION, McGRAW-EDISON COMPANY 


LAR-KEYST 
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in 14K and STERLING 


...the finest collection 


available anywhere 


"Sales-minded” wholesalers are ordering NOW/ 


ca ae dela 


CARL-ART INC. P 2 ape ST OE UN ee Chicago 


Los Angeles 
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ACTUAL SIZE 7'3" 2 49 
Zippo Assortment No. TD-2550 ‘9 of Zippo's 


fastest-moving regular and new Slim-Lighters 


JEWELERS' CIRCULAR-KEYSTONE, OCTOBER 1958 












ji is the kind of deal that a retailer like you will 
appreciate. First, you'll make more profits than 
ever on Zippos during the holidays. Next, you'll have 
a compact Zippo merchandising display to continue 
these high profits all year around. 

This is the big year for Zippo profits because Zippo 
is going to make more sales for you with the most pow- 
erful holiday advertising campaign in Zippo history. 


YEAR-ROUND PROFIT-MAKER DISPLAY 
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Sliding Panels give instant 
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Finger-tip swivel | 
access to inside storage space | 
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2 No. 1610 Slim-Lighters 


ee NE aa ek wae $9.50 
1 No. 1615 Slim-Lighter .. 6.00 
1 No. 1620 Slim-Lighter . 6.00 


| No. 250 High-Polish 
er ee 4.75 


| No. 350 Engine Turned 5.75 
3 No. 200 Brush-Finish 


Chrome (a $3.50... _ 10.50 
Zippo TD-2550 Display FREE 
Your Selling Price 
Per Assortment ..... $42.50 
Your Cost 
Per Assortment ..... 25.50 


YOUR PROFIT... $17.00 





HOLIDAY PROFIT-MAKER 





DISPLAYS WILL HELP YOU SELL MORE 


Zippos 


Big, full-page Zippo ads in color will appear in Life, 
Look, The Saturday Evening Post, The New Yorker, 
Esquire, This Week Magazine and Parade Magazine. 
The combined circulation of these publications is 
about 40 million! 

Your customers can’t miss seeing these advertise- 
ments. They will make Zippos the fastest-moving gifts 
in your store. Stock up on Zippos now! 





DISPLAY 






SIZE—12” x 13 1/2” 


Individually packed in gift boxes 


1 No. 1615 Slim-Lighter, 


Eee eee $6.00 
1 No. 1625 Slim-Lighter, 

High-Polish Diagonal .................... 6.00 
1 No. 250 High-Polish Chrome ........... 4.75 
2 No. 200 Brush-Finish Chrome @ $3.50 ...... 7.00 
1 Holiday Profit-Maker Display ............. FREE 

Pe I PE Seb Sb awocsacessncéssaws $23.75 


Your Cost Per Assortment ................ 14.25 


YOUR PROFIT... $9.50 


Z/PPO...THE LIGHTER THAT WORKS 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. e@ IN CANADA: ZIPPO MANUFACTURING COMPANY, CANADA LTD., NIAGARA FALLS, ONTARIO 


JEWELERS | *, ULAR KEYSTONE TORER 195R 
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WEBSTER DEFINES 


“oenuine — 


AS SINCERE. FREE FROM MYPOCRISY 


That's exactly what vou register with vour customers when vou 


are able to say. “This mesh bag is a genuine Whiting & Davis”. 


That goes for the famous matching Mesh-Mates and the 


Whiting & Davis jewelry too. 


There is no substitute for the real thing. No matter how often 
the word “genuine” is used. unless it is backed by sincerity, 


it is meaningless. Not a ood thing to bank on, businesswise. 


Better stick with what vou Iznow has integrity, the 
Whiting & Davis line. sincere since 1876. 
Wuitinc & Davis Company, INc. 


Plainville . . . . Massachusetts 





Hand in hand with fashion since 1876 





World's $ greatest salesman mows ‘em down 
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with RONSON CFL Electric Shaver! 





“By golly, I just couldn’t be any more enthusiastic about any 
product than [I am about the new Ronson CFL Electric 
Shaver. It gives me the best doggone shave I’ve ever had in 
my life. 

I’m really awful glad Ronson will be sponsoring my TV 
show this year, because it gives me the best chance in the 
world to show all those people out there in the audience what 


a great shaver Ronson has got here. Y’know, most of my 


Here are the fine Ronson products 
Arthur Godfrey will be selling 
for you this year ...... cee 


ERS' CIRCULAR-KEY 


Ronson CFL Electric Shaver 


audience will be looking for Christmas gift ideas...for 
husbands, wives, relatives, sweethearts...and I'll be right there 
to give ‘ern the right ideas. 

I'll be selling Ronson on ‘Arthur Godfrey Time’ from 
September through Christmas over 116 CBS-TV stations. 
And before you know it, people will be in your store asking 
questions and buying Ronson products. So stock up now and 
be ready for ’em!”’ 


Hee, ‘2 


bist nit LRRD : . 
Ronson Hood 'N \ecnt Hair a eeas Lady Ronson Electric Shaver 
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c . . 
All watches are cased and finished in Sw'tzerland and 


checked in America before shipping to the jewelry sto 





shock absorbers, Phinastar main springs and Th 


springs in all watches. 


In 1957 for the first time importation of non-jeweled watches 
into the American market exceeded the importation of jeweled 
watches. The Chaumont watch has been designed to give 
the jeweler access to this very large market by supplying a 
movement that can be sold with confidence, and is practically 
trouble-free 


No. 601 AUTOMATIC 

Stainless steel back, modern luminous dial and 
hands, water resistant case - a watch that you will 
never have to wind, with a tried and proven automatic 
movement. Retail $ 19.95 


No. 101 FASHION WATCH 

Yellow case, enameled bezels, a modern swing- 
around effect, straps to match; blue, white, green, 
black. Retail $ 12.95. 


No. 401 

Swiss water-resistant case, chrome top, stainless 
steel back. White or black dials, luminous hands 
This is truly a rugged service watch, as well as a 
fine-looking timepiece. Retail $ 12.95. 


No. 501 DRESS WATCH 

Thin model, yellow case, white or black dials, classic 
radium hands and numerals, equipped with a fine 
leather strap Retail $ 12.95 


No. 201 NURSES' WATCH 

Chrome, steel back, 8-% line movement, sweep 
second, with a good readable minute track, classic 
radium dial and hands Retail $ 12.95 


No. 202 NURSES' WATCH 
Same as above, except in yellow case 
Retail $ 12.95. 


No. 301 BOYS' WATCH 

Chrome, steel back. Radium figure dial, luminous 

hands and sweep second. Just what a young boy 

wants, and as with all Chaumont watches, this watch 

is fitted with shock absorber and no-break mainspring 
Retail $ 9.95 


YOUR PROFIT ON CHAUMONT /S KEYSTONE OR BETTER 


Never before has a line of fine low-priced watches been offered 
— a115m ’ 7.7, , / ry, oil. j 
POLICY — Chaumont watches are imported and strictly controll for the jewelry store to buy and sell on a profitable basis 


ed by a leading group of material houses, which are listed below, . 
and you will have no competition from the miscellaneous . 


Special low prices in lots of ten 


Beautiful display boxes available, 50 c each 
watches commonly carried by uncontrolled channels of distri- * Material kits available, $ 1.95 each. 


bution, such as drug stores, cigar stores, etc. ‘ People will 
buy from stores that give service 


Guarantee Certificates available. 
Point of sale Displayer. 


Prague-Kurtz Co. Inc E. & J. Swigart Co. E. & J. Swigart Co. 
CHAUMONT: DISTRIBUTORS: 711, Main St. 34, West Sixth St. 930, E Street Northwest 


Houston, Texas Cincinnati, Ohic Washington, 0-C 


E. & J. Swigart Co. Pacific Jewelers Supply Carl R. Shaffer & Co. 
934, Penn Avenue 424, South Broadway 200, Dierks Bidg. 
Pittsburgh, Pa. Los Angeles, California Kansas City, Mo. 


Norvell Marcum Co OFM, Oa Mt -1-10 1-9 Oto) Southern Watch Supply Primrose Jewelers 
223, East 3rd. St. 627, First Avenue North 100, West Trade Street 28, West Second St 
Tulsa, Oklahoma Minneapolis, Minn. Charlotte, North Carolina Salt Lake City, Utah 
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THIS EYE-STOPPING TWO-PAGE AD 

WILL COME TO LIFE IN BLAZING 

COLOR IN SEPTEMBER SEVENTEEN. PAGE AND HALF-PAGE ADS 
LIKE THESE WILL CONTINUE 
TO SELL ARTCARVED’S 
PERMANENT VALUE PLAN 
TO YOUR CUSTOMERS. 





HOW TO GET A BIGGER SHARE OF THE BRIDAL BUSINESS 


Find out how other jewelers have made their store Bridal Head- 
quarters by featuring the “largest Artcarved wedding ring selection 





in town.” Ask your Artcarved salesman to show you how Artcarved 


helps you with special displays, promotions and advertising. 


SULAR-KEYSTONE, OCTOBER 1958 





makes your 
Meadquarters 


Dramatic, prestige-building Artcarved 
advertising draws brides to your store 


There’s no “‘recession”’ in the advertising 
support you will be getting this fall from 
Artcarved.'The makers of Artcarved diamond 
and wedding rings are expressing their con- 
fidence in the outstanding quality and sala- 
bility of Artcarved rings by continuing to 
give you all the benefits of a strong na- 
tional advertising program to bring more 
bride-age customers into your store. 

For an Artcarved diamond ring assures 
your customers of the permanent value of 
their purchase . . . gives them convincing 
proof of the value they are paying for. And, 


These new merchandising aids help you 


NEW DISPLAYS. Bride-dol! 
displays, flasher and motion units 


for window and counter 


HIDES Br oeage LIFE: 


color folders, gift books, “Wed 
ding Guide for Bride and Groom 


TIE-IN LITERATURE. Full- 


thanks to the increasing power of Artcarved’s 
unique Permanent Value Plan, you can ex- 
pect to sell more diamond rings than ever 
before—even in the face of tougher 
petition ahead. 

Get all the facts about Artcarved’s far- 
reaching advertising and merchandising 
program for fall 1958. Learn the important 
help it can give to make your store the 
Bridal Headquarters in your town for dia- 
monds, silver, china, crystal. Be sure to 
ask your Artcarved representative or write 
our home office for full details. 


com- 


promote Artcarved’s PVP in your store 





NEW RADIO DISCS. One-min FULL-COLOR Ow ee 
ute and twenty second spots LETS. For local a 


with time for local tie-in 





for now 


ia 
* nb ON ie Anne Pr 


SEE ARTCARVED ON AMERICA’S NO.1 DAY- 
TIME TV PROGRAM, “QUEEN FOR A DAY” 


Over 8,000,000 women will see Artcarved on TV via 142 NB¢ 
And many more will hear about the 


-T'V stations 
throughout the nation. Artcarved 


PVP on 560 Mutual radio stations next day. 











J.R. WOOD & SONS, INC. 


216 East 45th Street. New York, New York - 


NEW YORK « LONDON AMSTERDAM 
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* to do to impress 
your customers, Mr. Retailer? 


cy 


Not if you make the most of manufacturers’ famous brands! 


All the neon lights and fancy top hats in 
the world won’t sell a pig-in-a-poke. 

What sells your customers on you is the 
consistent quality of your products. And 
the best way to insure that is to stock and 
feature manufacturers’ famous “Brands 
that have made a Name for themselves.”’ 
The power, prestige, and reputation for 
quality the manufacturer must build into 


his name are automatically yours. They 
. INC. give you status and importance to match 
‘. ey anyone else’s—and then some! 
Manufacturers famous brands make your selling easier. Put your money on Brand Names. Your 
37 Fifth Avenue e New York, N. Y. customers do. 





12 5th 





Antoine LeCoultre 
opened his first 
watch factory. 


1844 


LeCoultre invented 

the first micrometer 

caliper, measuring 
to 1/1000 millimeter. 


1850 


LeCoultre began to 
make watches with 
interchangeable parts 
on own machines. 


185] 


LeCoultre won gold 
medal at London’s 
World’s Fair for 
pinion made by 
machine from one 
piece of steel. 


1860 


LeCoultre made 
world’s first 
stem wind, stem set 
pocket watches. 


1904 


LeCoultre introduced 
the world’s thinnest 
pocket watch, 
1.38mm thickness. 


1931] 


LeCoultre created 
the “Reverso’", a 
strap watch which 
could be worn upside 
down on the wrist. 


1946 


Le Coultre created the 
world’s smallest watch. 
Weighing a gram, 
it is worth four times 
its weight in gold. 
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Pie with LeCoultre! Jewelers who have 
sold LeCoultre watches for many years best 
appreciate their exceptional qualities of de- 
sign, construction and finish. These are quali- 
ties which make for a high degree of customer 
satisfaction, and in turn contribute to their 
own good reputation. 


F EW other fine watch manufacturers can 
know their watches so well as LeCoultre, for 
today, as in the beginning 125 years ago, all 
parts of LeCoultre watches are made in the 
LeCoultre factory—jewels, trains, escape- 
ments, springs, bridges, everything. 


pea this 125th Anniversary year is a 
good time for you to join the select, world- 
wide group of fine jewelers who better both 
reputation and profits by recommending 
LeCoultre to their discriminating customers. 
Display the new LeCoultre 125th Anniversary 
watches and share in benefits of LeCoultre’s 
exciting 125th Anniversary advertising and 
merchandising campaign —the largest ever. 


Welcome Your Le Coultre 
Sales Representative 
On His Next Visit 
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125 YEARS 
OF EXCEPTIONAL 
WATCHMAKING 


DIVISION OF LONGINES-WITTNAUER 
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ATMOS 


Powered forever by 
air, LeCoultre’s ATMOS 
clock runs without 
winding or electricity 
—it is perpetual 
motion come true. 


RESERVE POWER 
LeCoultre was first 
to introduce reserve 
power indicators in 
automatic watches. 


MEMOVOX 
The watch with a 
memory that now 

winds itself —another 
LeCoultre exclusive. 


FUTUREMATIC 
The first and only 
LO0OC> automatic 
watch, a great 
LeCoultre achievement. 


MASTER MARINER 
Watches for 
today 's leaders, 
LeCoultre Automatics 
fully protected 
against watch hazards. 


BATON 
The in-line 
jewelled-lever 
movement created 
by LeCoultre 
for handsome, 
modern clocks. 


TRAVEL ALARMS 


Miniature clocks with 
fine jewelled-lever 
movements that 
daily tour the world 
and spread the fame 
of Le Coultre’s 
exceptional quality. 


WORLD'S MOST 
EXCEPTIONAL 
The world’s smallest, 
thinnest and most 
complicated watches 
are among LeCoultre’s 
other achievements. 
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NEW LECOULTRE 
MASTER MARINER SERIES 


Watches of tremendous appeal to today’s and tomorrow’s 
leaders; automatic, waterproof, shock-resistant, anti-mag- 
netic. With reserve power indicators, sweep second hands; 
with calendars. In steel, gold-filled and 14K gold cases; also, 
I8K gold officially rated chronometers. $95.00 to $395.00. 


— 
veel “sal 


NEW LECOULTRE 
MEMOVOX AUTOMATIC 


The only one of its kind in the world. Like a secretary on 

the wrist, it alerts, reminds, awakes. Gold-filled. $89.50 to 

$115.00. Stem wind models in gold-filled and 14K gold cases. 
$75.00 to $160.00. 


NEW LECOULTRE 
FUTUREMATIC 100% AUTOMATIC 
Only one of its kind in the world! Fully automatic; there is 
not even a winding crown. A superlative timekeeper. $95.00 

to $125.00. 

Plus: A new series of LeCoultre’s exclusive Galaxy watches; 
new ladies’ dress, sport and diamond watches in exclusive 
continental stylings—including the LeCoultre Backwinds. 
New ATMOS HERITAGE with Square Dial; Travel, Desk 
and Baton Clocks with finest quality jewelled-lever move- 
ments. Altogether an aggregation of exclusive watches and 
clocks for the most discriminating clientele. A world of 
new, exclusive timepieces that do not exist in any other line. 
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Magazine advertising in major national publications will 
create powerful buying interest with your own best cus- 
tomers. And remember, no other watchmaker directly com- 
petes with LeCoultre’s exclusive watch creations. To reap 
a reward you must stock and feature them. 


wenrcet 


Catalogs, folders, mailers, newspaper advertisements, dis- 
plays—tie the LeCoultre jeweler in with Le Coultre’s national 
advertising. All available on a cooperative basis 


YOUR LECOULTRE 
SALES REPRESENTATIVE WILL CALL 
See the new 125th Anniversary LeCoultre 
watches and clocks. There are positive profits in 
having the LeCoultre line—sales and profit losses 
if you don’t have it. 


EXTRA SALES AND PROFITS WITH 
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VACHERON & CONSTANTIN 
LECOULTRE WATCHES, INC. 


580 FIFTH AVENUE, NEW YORK 36, N. Y. 
DIVISION OF LONGINES-WITTNAUER 
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\ O CALSE FOR PANIC: The voice ot 
~ the automatic warning system 
cut short post-breakfast stretching at 
Scotland Yard: 

“Intruders 


entered the jewel 


Te mwe»r 


have 
house at the of London.” it 


advised. “Intruders have entered the 
jewel house. 7 
Before the dignified British  an- 
could be 
flying squad had roared out from the 


Yard. . 


Tower. 


nouncement repeated, the 
Radio cars sped toward the 
churned 


Bobbies 


Police boats 
rapidly down the Thames. .. . 
cordoned off Hill. 

At the itself, 


clanged: Scots Guards jumped to their 


Tower 
Tower alarm gongs 
yoeman warders manned emer- 
l6-ton — steel 


around the world s 


posts: 
eency stations—and a 
cage clamped down 
most fabulous collections of jewels. . . . 

“Very satisfactory.” 
EF. bk. Wieler. of the 
London. beamed half an 
“T’m delighted with the test. 
extremely well.” 


“You set off the 
disgruntled 


Brigadier L. 
Tower of 
hour later. 


It W orked 


hoss 


alarm yourself?” 


“But 

why didn't vou warn us... sir?” 
“Whats the of a test.” snapped 

the brigadier. “if you tell in advance?” 


Which makes British 


sense. 


detectives panted. 


use 


solid. 700d 
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But 
initial 
that 


which 


city-wide London flurry. “In- 


/ ,. # 


¢ 


an, - 

oe 
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—— 


truders have entered the jewel 
house. ‘- 


No 


there, 


accusations 
fact. 


\merican 


snap - judgment 
Just 
Puts us in 
vadeget for 
mans sample case. 


a statement oi 
mind of an 
a jewelry sales- 
When tampered 
a voice hollers: “Help! Help: 
this thief! This bae is bheine 
Stolen! Police! Help!” 
Such delightful differences 
L nele 


protec tine 


with. 


Stop 


as there 


are between sam and John 


Bull. 


.. EMS OF A FEATHER flock 
J it’s of Houston. Tex. 
When the 


‘ Iry 


to Lev- 


management of this jew- 
they 


appropriate- 


store hired a hew porter 


were impressed with the 
ness of his name—which opened their 
eves to other apt names in their em- 
ploy. 

The maids name was The 


Jewel. 


Pea rl 


replaced 


had been Pearl. 


had 


one before her 


succeeded Ruby who 
Goldie. 
The 


lheve it or 


porters name? Sterling——be- 


not. 


DASSAGE OF TIME: When 


elass not an hour 


is an hour 
olass ? 
New 


answet 


Joe Rogers and Sam Greenhill, 
York master clockmakers, can 
that one. 

Its when the sands must run out in 
1. Vo. 1QJO—or 3 not Ov. 

These pleasant young men who are 


minutes: 


amone the few manufacturers of sand 


olasses in the eountry. have received 


and filled orders 


\ psvchiatrist wanted a 


for such oddities. 
90-minute 
“lass so he could check on couch time 
without disturbing garrulous patients. 
\ big isked for 340 
elasses to give its department heads 
tele- 


corporation 


as desk reminders about keeping 
minutes. 
know 

have a 
Hindu ordered 


an instrument that measured one 


phone ealls down to 3 


Che 
the man from Holland had 
2-hour 


partners never did why 


olass ol why 
hour 
and a quarter. 

The 


about 


sell 


31 xX 


hour-glass sideline (they 


200 a vear) was launched 
years ago when the partners wanted 


to buy a huge glass for their window 
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JUST REVISED 











More than 1300 exact-size 
illustrations and pattern names. 
Now in the newly-revised 


Sterling Flatware Pattern Index. 





Increase your Sales and Profits by having ALL 


the Sterling flatware Fatterns at your fingertips 








ray 
| his book is a necessary selling tool. 

Used every day by jewelers across the 
nation, it contains actual-size illustrations of 
active, inactive and obsolete sterling silver 
flatware patterns made by manufacturers in 
this country. 

Easy-to-use, this valuable reference book 
has a complete index which lists: 
® the manufacturer’s name 
@ the pattern name 


® the current status of every pattern 


@® With binder $27.50 @ Without bmder $17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX 


THE 1958 REVISION SHEETS WILL BE SUPPLIED AT $6.75 
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The Sterling Flatware Pattern Index is 
handsomely printed on heavy coated stock 
and is conveniently prepared in loose-leaf 
form. Revision sheets are made available at 
reasonable cost every few years. 


THE JEWELERS' CIRCULAR-KEYSTONE 
Chestnut and 56th Sts., Philadelphia 39, Penna. 


Enter our order for a copy of THE STERLING FLAT- 
WARE PATTERN INDEX. 


With binder $27.50 Without Binder $17.50 


Revision sheets $6.75 


Check or Money Order for $.............. is enclosed 


Street 
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and couldn’t find one anywhere. So, 
they decided to make it themselves. 

"Twasn't easy. Books tell a lot about 
the history of hour glasses; nothing 
about how to make them. 


First problem was finding a 


sand 
that would neither clog the opening 
nor stick to the glass. They sifted and 
washed hundreds of types. 

Second problem: Angling the open- 
ing for a steady, correct flow of sand. 
They spent a year on that one. 

You can see evidence of their labors 

a 10-hour “Grandfather Time” 
teller—if you pass their shop at 670 
Lexington Avenue. But you cant buy 
it. Top offer so far was $350. But 
it's not for sale. 

*There’s no money in hour glasses,” 
the partners admit. They make them 
only “because there's satisfaction in 
making something well. and in reviv- 


ine something lovely.” 


(  pireeiig 
thats what it 


lady's tiny watch. 


HORSEPOWER 
takes to run a 


Your customers may like to know 
that figure. It will help them see the 
wonder in a watch, as well as its 
beauty and usefulness. 

(nd the ceaseless, whispering ticks 
inside the diminutive case—-the sounds 
vou barely distinguish when you press 
been 


the crystal to your ear—have 


reduced to dizzving mathematics, too. 


As milday’s little timepiece ticks off 
milady’s pleasures and sorrows dur- 
ing a year, its balance wheel turns 
i97,000.000 times! That's based 
one and one-quarter turns of balance 


on 


wheel motion. 

Here are the statistics: 5 ticks per 
second, times 86.400 seconds per day, 
equals 432.000 ticks per day or 157,- 
680.000 ticks per year 
one and one quarter turns equals 197 


multiplied by 


100.000 turns per year. 
One fantastic fact: The en- 
erey in a 25-watt light bulb burning 


more 


for one hour is suflicient to power this 
same ladys watch for 25 


(Any 


that contention ? ) 


| eee HONOR: Henry B. 
Fried, JC-K’s eminent horologi- 


cal consultant. is not only respected 


thousand 


vears! volunteers for testing 


from Coast to Coast in this country 
for his profound knowledge of time- 
pieces and their complicated internal 
workings—but he also is recognized 
far afield. 

The Japanese Horological Institute 
the “The Henry B. 
for the Advance- 


Te »k \ QO” Z 


foundation in 


recently created 


Fried 


ment 


KF oundation 
and 
the 


followed 


of Horology in 
theres a similar 


Philippines. These honors 
reprinting of the Fried articles on 
first in JOCK. in Japan. 


other foundations in a 


ultrasonics. 


“Unlike 
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euy s name, they don't cost a red cent 


to me,” Henry with proud 


Ssavs 


satisfaction. 


(' cKOO! Cuckoo! 
watcher Hornsby 
of the 
stalking his feathery friends on a rural 


And his heart leapt with joy. 
the first cuckoo- 


Enelish  bird- 
heard the ery 


cuckoo repeated|y while 


lane. 


Surely he must be 


the and. thereby. 


coveted 


hearer of sCason 


win a British Birdwatchers 
prize. 


He 


right: 


the “cuckoo” crown. all 


and admits it in a letter of re 


Won 


traction: 

“The even repetition of the cuckoo 
call aroused suspicion . . . on investi- 
gation, | find that a distant neighbor 
has a cuckoo clock. . . J 

If the eall of the cuckoo clock is 
that authentic. you have a new selline 
point: “This fine clock will enhance 

cuests 
vour chil 
that in 


don | 


vour home. entertain vour 
ornithology to 
(Better add. 
native kurope. 


clocks! } 


and teach 


dren.” though. 
then 


nest in 


Vor PIERCING NEWS: Joseph A. 
; Thoma. head ol Thoma A Sons. 


the 


(“ti koos 


jeweler of Piqua, Ohio, may be 

nations ear-piercing champion. 
OQver the ve 

pierced the ears of more than 2500 


(aved ) to VO) 


‘ars. he has painlessly 


Women and one man. 


The 


pirate-style. to win a bet. 


Miah ordered a one-ear lob. 


People seek Thoma’s services from 


six states. He averages four or five 
applicants a week, 
He tells about one 


tensed 


15-vear-old who 


up and drew away when he 

approached hey with the needle. 
“Just let me measure your ear.” he 

She and. along 


suggested, relaxed 


with measuring, he pierced the lobe. 
When she found out it was “all over.” 
amazed delighted. 
didnt even feel it.” she admitted. 
The Piqua Daily Call recently de- 
voted a half-page in its society section 
to Mr. Thoma’s prowess. JCK’s arti- 
cle last April about another ear-pierc- 
Harold Whitney of 
hla. the 


she was and 


ing jeweler St. 


Petersbure. inspired story 


mn the Call. 
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Time-balls, located atop tall buildings in many of the principal coastal cities, were 
originally designed to provide time checks for masters of ships in harbor. The ball- 
like contraption, sometimes connected to a nearby observatory by wire, would slide 
down the pole at high noon. (Photo from Bettmann Archives.) 
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The biggest day in all time 


by Gaeton Fonzi 


Most places clung to local noon for their own time until 


Nov. 


18, 1885. 


On that day Standard Time was born, 


ending chaos for businessmen, railroads and _ travelers. 


Jewelers can celebrate “‘time’s diamond anniversary” this 


fall by tying in local promotions with the historical facts 


® THE CROWD around 
impatient. It was nearly 9 a.m. 
and no change yet. A few 
checked their watches against 
the gargantuan face of the clock 
atop the tower. It was the day 
of “the momentous change’’— 
Nov. 18, 1883 — the birth of 
Standard Time. 

“Bigorra, the clock has 
stopped!” exclaimed an onlooker 
whose comments were recorded, 
next day, in The New York 
Times. ““Phwats the matther wid 
it, anyhow? I don’t see no time 
changin’s, do you Mike?”’ 

“Divil a change at all,” replied 
his companion after staring up- 
wards for three minutes. “Leave 
us go on; the hull thing’s a sell.” 

“Howid your whist, will you,” 
the first speaker shouted. “It’s 


JEWELERS’ CIRCULAR-KEYSTONE, ¢ 


New 
York’s City Hall began to grow 


running agin!” Then, disgust- 
edly: “... and there’s been nary 
a change of time at all, at all.” 

Not only in New York, but 
throughout the United States 
and Canada, on that November 
day, 75 years ago, people con- 
gregated curiously under town 
clocks and at jewelry stores— 
traditional purveyors of the 
“correct time’ — half expecting 
something dramatic after the 
big build-up. 


Purvevors of local time 

Some had a tinge of resent- 
ment in their curiosity. No one 
ought to dictate to a town where 
it placed the hands of its clocks! 
That was up to the local jeweler 
—who sometimes got the time 
by wire from the nearest ob- 
servatory and then adjusted it 


to “the sun overhead at noon” 
where he lived. A community’s 
time was its own—and a matter 
for civic pride! 

Others objected on religious 
grounds. They viewed with 
alarm man’s determination to 
tamper with “God’s time.” In 
Bangor, Me., the mayor twice 
vetoed City Council ordinances 
for the adoption of Standard 
Time because “it violates one of 
the immutable laws of God and 
is a farce and a lie!” But the 
people of Bangor stubbornly 
voted it in, while the mayor 
stood guard over the town clocks. 


Chicago’s pride injured 

The only large city which held 
out, at first, was Chicago. Ru- 
mors had it that city officials 
were miffed when the Chicago 


71 








your local newspaper. 


papers 





DOES YOUR BUSINESS DATE BACK TO 1883? 


it does, you can probably get worthwhile publicity for your store 
if you show this article, and next month’s sequel, to the city editor of 
Meanwhile check old newspaper files in the 
library to see how Standard Time was received in your area. 
of November, 1883, will probably show that your store had an 
nteresting and important part in bringing Standard Time to your city 


wn. With this material your newspaper can develop a local feature 


next month, mentioning your store’s role in “The Biggest Day in 


T me.,”’ 


News- 








THE BIGGEST DAY IN ALL TIME 


meridian wasn’t selected as a 
Standard Time governing factor. 

Otherwise, though, the tran- 
sition seems to have 
smoothly. Simultaneously with 
the change at New York’s City 
Hall, James W. Hamblet, ser- 
vice manager of Western Union's 
New York office, stopped his 
master clock’s long glistening 
rod and heavy cylindrical pen- 
dulum. Clicking of an electric 
instrument on a shelf nearby, 
thereupon ceased —and so did 


gone 


the ticking of clocks in scores of 
jewelry stores throughout the 
city which subscribed to the tele- 
graph company’s time service. 
Three minutes and 58 seconds 
later, Mr. Hamblet swung the 
pendulum into motion again, 
and the “passage of time’ was 


resumed. 


“Time balls” get in step, too 

Up Boston way, Professor 
Pickering dropped his time ball 
from the Harvard College Ob- 
servatory at high noon of the 
new time. And railroad station 
clocks, connected by wire to the 
observatory, set New England 
trains on Standard Time. (New 
York and Washington also had 
atop their highest 
buildings, rigged electrically to 
drop through open towers at 
high noon. It was the most ac- 
curate time-teller then in exist- 
ence—but too expensive for most 
Construction, in- 
equipment, 


time - balls 


communities. 
cluding electrical 
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(continie d) 


cost $1000, big money in the 
Eighties. ) 

In Philadelphia, it took Wil- 
liam E. Harpur ten minutes to 
adjust the monster clock in the 
lofty belfry of Independence 
Hall—while the crowd below 
watched with interest. Interest 
changed to bewilderment when, 
after an hour’s staring, no 
change was apparent. Philadel- 
phia time had lagged only 36 
seconds behind the new Stand- 
Ord. ... 

Why, after centuries of “‘get- 
ting along fine,’’ was it neces- 
sary to standardize time in 
America? 

The answer: Railroads. 

Time isn’t important when 
everyone stays pretty much at 
home and you can travel no 
faster than a horse can trot. 

But coming of the iron horse 
changed all that. Once railroads 
criss-crossed the country, the 
whole temor of American life 
speeded up. When you’re in a 
hurry you are time - conscious. 
Suddenly folks began to rely on 
clocks and watches as never be- 
fore—when they caught trains, 
met trains, travelled by train to 
appointments in New York, Chi- 
cago, St. Louis... 


70 different railroad times 

And yet, before 1883, a man’s 
watch—no matter how accurate 
—became almost useless when 
he left his home town. The 
places he visited, for the most 


part, had their own local time 
which — confounding confusion 
—usually differed from railway 
time. By 1880, some 500 inde- 
pendent railroads net - worked 
the country ; and they ran on 70 
different time schedules. Fre- 
quently — not always — their 
timetables tallied with clocks of 
the largest city on the line. 

A passenger going from Port- 
land, Me., to Buffalo, N. Y., for 
instance, arrived at his destina- 
tion at 12:15, according to his 
watch set at Portland time; was 
met by a friend from Buffalo 
whose watch said 11:40; and 
was confused by the two clocks 
in the Buffalo station—one for 
the New York Central line say- 
ing 12 noon and one for the 
Lake Shore line reading 11:25. 

Even more confusing Was an 
advertisement in a Montreal 
newspaper which announced the 
beginning of through service on 
the Grand Trunk Railway be- 
tween Montreal and Toronto in 
1856. It read, in part: “Trains 
will be run on Montreal Time, 
which is 814 minutes faster than 
3rockville Time; 12 minutes 
faster than Kingston Time; 14! 
minutes faster than Belleville 
Time; 23 minutes faster than 
Toronto Time.” And the run 
from Montreal to Toronto is 
only 320 miles! 

Mix-ups resulting from rail- 
way versus local clocks caused 
not a few social casualties. 

“So I had to wait half an hour 
alone in the drawing-room,” a 
disgruntled matron reported. 
“Their clock was on local time 
and I arrived on railway time. I 
had to apologize to the lady of 
the house for my seeming vul- 
garity in having come so early.” 

And there was the embarrass- 
ing instance of the punctilious 
bridegroom who arrived at 
church 20 minutes late. Yet his 
railway time reckoning had him 
there 5 minutes early. 

More serious were the time- 
troubles of business men. A dif- 
ferential of 10 minutes in clos- 
ing time, from city to city, could 
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Railroads, the principal factors in 


dominated the era before Standard Time, now run more 





confusion that 


efficiently and safely, no longer fearful that crossroads 


be disastrous to those who dealt 
with banks and the stock mar- 
ket. And frustrations galore 
were cited by salesmen who 
missed appointments when train- 
line connections failed to jibe. 
Worst of all, was the loss of 
life fron. traincrashes. Attempts 
of the rival lines to coordinate 
schedules brought only meager 
results. Junctions became death 
traps and travel a nightmare. 


Other standards are ancient 

It’s strange that man should 
let one of his earliest inventions 
get out of hand. The first 
clock, in the 16th century, was 
far ahead of the science of its 
day. Yet, 300 years passed be- 
fore man learned how to mass 
control this valuable tool. Civil- 
ized countries had adopted a 
standard of currency, a stand- 
ard of weight and a standard of 
measure thousands of vears be- 
thought 


SO 


fore they even of a 
standard of time. 

England and parts of Europe 
preceded us by several decades 
in finding a solution. They es- 
tablished one time throughout 
each country. But, the countries 


were small. Their problem was 
simple compared with ours. We 
had to devise a system for co- 
ordinating watches and clocks 
throughout nearly 3 million 
square miles of cities and towns 
and railways. 


of ST 


became 


The true “father” 

Scientific societies 
aware of the necessity for Stand- 
ard Time—and foresaw that the 
need would become imperative 
as population and speed travel 
increased. A number of individ- 
uals went to work on the puzzle. 
There are several contestants 
for the title, “Father of Stand- 
ard Time.” 

The New York Times in 1883 
credited “Mr. William F. Allen, 
editor of The National Railway 
Guide and Secretary of the Na- 
tional Railway Time Convention 
... to whose knowledge of both 


the practical and scientific sides 
of the time question is due the 


about through- 


‘* 


change brought 
out the country... 

Others cited Sir Standtord 
Fleming, engineer - in - chief of 
the Canadian Pacific Railway 
and a member of the American 
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are deathtraps because other lines run on other times. 
(Photos, courtesy of Association of American Railroads.) 


Society of Civil Engineers. In 
1878, he wrote a paper which 
called for dividing the whole 
earth into 24 standard 
ans, 15 degrees apart, starting 
from Greenwich, England. Each 
meridian was to be a time zone 
and you advanced your watch 
one hour when you passed from 
one zone to the next. Each new 
day would begin at the 
time all over the world based on 
the prime meridian at Green- 
wich. Hence, 24 o’clock Green- 
wich time would be midnight— 
or 19 o’clock—in New York. It 
was a start in the right direc- 
tion. 

sut the bulk of the evidence 
points to one man who ¢an truly 
be called the Father of Standard 
Time in the United States — 
Charles Ferdinand Dowd, doctor 
of philosophy, founder of a wo- 
Sara- 


meridi- 


Same 


man’s boarding school at 
toga Springs, N. Y., and 
fatigable advocate of order. 

will de- 


scribe Dowd’s work in perfect- 


inde- 
Our November issue 


ing a practical time system— 
and his early discouragements 
and final SUCCESS iW (fe tting if 


acce pte d, 





One watch has shape of 
fiving saucer, the other 
encloses the time in a dia- 
mond-studded pocket. 
Both have the brushed 
finish that complements 
the fashionable long- 
haired mohair fabrics. 
Model at left retails for 
$225: the other, $610. De- 
signed by Corum in Italy, 
the watches are distrib- 
uted by Tessco, New 


York. 


Precision jeweled-lever move- 
ment in this watch is exqui- 


sitely covered with a twisted 


gold bracelet, jeweled with 


rows of diamonds and _ sap- 
phires. Price, $2,000. A Gube- 
lin timepiece distributed by 
the Holzer Watch Co., New 


York. 


oyt 
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Seamste! racelet 
watch, also avail- 
able with calendar 
dial, features ad- 
justable bracelet 
design exclusive 
with Omega. Comes 
in several styles in- 
cluding stainless 
steel, 14K gold filled, 
14K gold. Retails 


from $125 to $475. 





Special distinctive 
new shape is pri- 
mary feature in de- 
sign of this ladies’ 
watch. It is avail- 
able in white or yel- 
low 14K gold with 
black, red or brown 
suede strap. Seven- 
teen jewels, it re- 
tails for $69.50. 
From Croton Watch 


Co.. New York. 


Memories of the 
“Good Old Days’’ 
are aroused with 
this 1958 edition of 
the pocket watch. 
Worn in the hand- 
kerchief pocket 
from a lapel chain, 
it is slimmer and 
larger than the tra- 
ditional style of the 
Twenties. The 14K 
vellow gold time- 
piece retails for 
$135. Longines- 
Wittnauer, New 
York. 


New watches in 


fashion spotlight 


There’s plenty of sales-talk in smart new con- 
tours, gem-like bracelets and wafer-thin cases ... 
Short sleeves accentuate timepieces—and they 


need to be fashion-right 


® DRAMATIC NEW CONTOURS IN WATCH CASES give 
a fashion lift to the rising sleeve line in ladies’ 
clothes and the shorter, more tightly-proportioned 
cuffs of men’s jackets. Happily for manufacturers 
and retailers of watches, this year’s jeweled-lever 
timepieces are as up to date as the new silhou- 
ettes in clothes. 

The Empire style for the gals, for example, 
with the high-rising bosom and accompanying 
short hem, jacket and sleeves, is more suitably 
accessorized when the wearer’s watch (completely 
visible now) is as much a piece of jewelry as it 
is a time-teller. . . . The wider lapel of men’s 


jackets lends itself to the decoration of a pocket 


by Jerry Gewirtz 


Jt Kk fashion consultant 





An expression of symmetry 


pamuton iN WATCHES icontinedl’ and masculine styling, the 

“Gyromatic 39” is an auto- 
matic watch for men that 
has 39 functional jewels and 
‘Corinth’ is de a patented new self-winding 
sinned ta the wail- mechanism. A calendar 
fied shape of the watch in stainless steel, it 


currently popular retails at $135. Girard Per- 


“trapeze” look in la- regaux, New York. 
dies’ apparel. The 
14K gold watch is 


enhanced with a 
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Although inspired by 
kKashioned after the 1920-era design, this 
latest in men’s suit diamond-shaped ladies’ 


silhouettes, the new watch is smaller than 
‘*Everest’’ case its predecessor, more 
houses the newest f emin ne, more deli- 
in watch movements cately diamond set— 
—electric. The gold- and obviously 1958- 


filled model, with fashioned. Retail price 


is $395. Longines-Witt- 
nauer Watch Co., New 
York. 


: metal expansion 
Tiny, French-made bracelet, is $110. 
“Claire” features Hamilton, Lancas- 
round design in ter, Pa. 
ISK \ ellow of 


white gold. Its di- 


ameter 1s only 





3.5mm. Expan- 
“Watch Parade Time,” Oct. 6-18, will 


sion bracelet, also 
_ | ( - feature watches as the ideal Christmas 
pane a present—to give or receive. Free pro- 
motional material from Watchmakers 
product, 17-jewel & of Switzerland, 730 Fifth Ave., New 
w York. 


eral styles. A Lip 








ed watch retails 





for $195. 
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Oriental Peacock watch 
series features studding 
with clusters of genuine 
rubies, sapphires and 
olivines accentuated with 
a flourish of diamonds. 
Both bracelets pictured 
have Florentine finish; 
and the dials are easy-to- 


read. By Lucien Piccard. 
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watch. Also, the shorter, tapered sleeve looks 
best when it glides into a wafer-thin waterproof 


at the end of the cuff. 


Texture, color important 

In ladies’ styles, the finishes by case-makers 
jibe perfectly with new fabrics and colors. The 
brushed Italian finish, for one thing, has the same 
interesting texture as the mohair materials that 
are appearing everywhere. The renewed interest 
in colored stones to enhance the bracelet watch 
follows closely the resurgence of vivid colors in 
new dress fabrics. 

What has been described as a “burst of bril- 


liance” in new clothing collections has a comple- 
mentary vibrancy in the jeweled attachments 
which sometimes camouflage the fact that the 
covered face in the center has a purpose other 
than beauty for beauty’s sake. 

Iridescence in men’s fabrics also invites a more 
textured surface quality for men’s watches 
which appears, frequently, in the face of the 
watch. Details in men’s suits also have affected 
the new watch styles; for instance the return of 


the pocket watch. 


Contour counts most 
But just as in the apparel story, the shape is 
the telling point in time. What seemed like flights 
of fancy in watches introduced at the Basle Fair 
have become reality. Perhaps the new shapes and 
contours are not as abstract or advanced as the 
Basle designers’ creations for “dream girls of 
(please turn to page 124) 
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HAPPY HOLIDAY HELPERS 


—selling aids with 


the Christmas spirit! 


* It’s time to go out and get that Christmas 
spirit, bring it into your store, spread it around 
and watch it attract customers. 

But don’t rush out and grab every Christmas 
tree and reindeer you can lay your hands on. 
You want a complementing mass—not a con- 
vylomerate mess! JC-K has selected a harmoniz- 
ing group of the finer Christmastime displays 
available to retailers. Choose from them wisely 
to match your store and area characteristics 
and use them as you would use tinsel—abun- 
dantly but carefully—for better Christmas 
business, and bigger Christmas profits. 


Elgin’s animated Christmas display 
(left) features a cherub, the symbol of 
the Jewelry Industry Council’s “Gifts 
that say ‘with love’ ” promotion. Wings, 
headpiece, border and base are in rich 
gold and the styrafoam head with its 
angel hair moves up and down. Front 
pad points out number of Christmas 
shopping days left. From Elgin Na- 
tional Watch Co., Elgin, Ill. 


Cash in on the increase in Christmas 
weddings with Keepsake’s brightly 
adorned turntable display (right) de- 
signed to set a gift-buying mood. The 
silver tinsel, Christmas tree and poin- 
settia leaves festively complement the 
revolving diamond ring sets. From 
A. H. Pond Co., Inc., Syracuse, N. Y. 


Five individual patterns of Heirloom 
Sterling are displayed on the slanted 
blue background of Oneida’s Yuletime 
unit (below). “A Wonderful Christmas 
Gift,” says the contrasting lettering. 
Beneath the foreground panel is an 
electric motor which turns the modern 
spiral-formed Christmas tree made of 
aluminum wire decorated with gradu- 
ated ornaments and a clear plastic 
star. From Oneida Ltd. Silversmiths, 
Oneida, N. Y. 
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The simplicity of design in the church window display (below) 

puts religious emphasis on gift-designed crosses. Wrought of 

lustrous gold-finished iron, the center panel holds an unboxed 

cross in a solitary point of focus. Unit also has five boxed 

crosses. From Flex-Let Corp., 580 Fifth Ave., New York. 
CHRISTMAS TREE PALTERN 


$.2133 
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Statement enclosure leaflets de- 
scribe hand painted “Christmas 
Tree” pattern of Spode dinner- 
ware. Available at $5 per 1000 
from Copeland & Thompson, 206 
Fifth Ave., New York. 
































Danglers from Ansco (left) can put gay spots of 
color in your store. They can be hung from the 
ceiling, set in the window or dangled from a show- 
case. Other selling aids from Ansco include color- 
ful streamers, step-up pedestal display sets, plastic 
gift stockings (25 for $1), camera merchandise 
stuffers and turntable displays. Contact Ansco, 
Binghamton, N. Y. 


Gorham’s Christmas unit (below and right) has in- 
terchangeable parts and ties in with the company’s 
“Now is the Time to Start Your Whispering Cam- 
paign” promotion that will run in Seventeen, 
Charm, Living, McCall’s, Vogue, Better Homes & 
Gardens, House Beautiful, American Girl and 
Mademoiselle. The display measures 23 inches long, 
20 inches high and 10 inches deep. $5.25. From 


Gorham Co... Providence, R. I. 


Three-dimensional displays featuring diamonds, watches and other mer- 
chandise are part of complete kits that can be purchased on a six-month 
subscription basis from Edwin Freed, Inc., 150 W. 46th St., New York. Kits 
include easeled cards, shelf units, tray cards and price tickets. Below, left, 
display card featuring diamonds is a Christmastime special in the Decem- 
ber kit. $8.70 per month. eke 4 

‘ Saha 
Anson’s holiday display has a colorful red velvet base and comes free with J 
order for unit 15/59, which consists of six assorted dresser and travel 
wardrobers complete with three-piece men’s sets. Total retail value of the 
init is $47.70. From Anson, Inc., Providence, R. I. 
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Santa doll with a pack of five teaspoon patterns is 
featured on International’s Christmas display 
(right). This and two other displays, a bridal unit 
and a fall unit, are being offered as a 3-for-$9.95 
(without merchandise) holiday special. (Regularly 
55 each). Also available are direct mailers to tie 
in with International’s 14-page ad in the Nov. 18 
issue of Coronet. Contact International Silver Co., 
Meriden, Conn. 


é Nows the time to 
Start your 
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Capitalizing on their sponsorship of the Broadway 
hit, Wonderful Town, over the CBS television net 
work in November, Westclox points out in this unit 
with a Christmas tree background (below) that 
their clocks (and in another display, their watches) 
make “wonderful gifts.” Lovely Rosalind Russell is 
an extra eye-catcher. From Westclox division of 


General Time Corp., LaSalle, Il. 
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WESTCLOX 4 
Candles, gleaming softly in the background, a warm em.- 
brace —thanks for a wonderful Christmas gift. These ele- 
ments are combined in this holiday setting, one of a series 
of travel displays available to Girard Perregaux dealers. 
Krom Jean R. Graef, Inc., 610 Fifth Ave., New York. 














HAPPY HOLIDAY HELPERS 


(continue d) 


Gift-wrapped boxes serve as colo) 
ful background for popular pat- 
terns in this Reed & Barton dis- 
play. Cumpany also has available 
direct-mailing folders, leaflets and 
newspaper mats on which your 
store’s name can be imprinted. 
Contact Reed & Barton Silver- 


smiths, Taunton, Mass. 


in the 
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BULOVA 
“TRIM-A 
TREE™ 
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Snow-covered Christmas tree is deco- 
rated with sparkling, multi-hued stars 
and a number of eye-catching sterling 
silver and gold filled disc and _ heart- 
shaped charms. Distributors are offer- 
ing the display free with orders for the 
charms. For information, contact Forst- 
ner, Ine., Irvington, N. J. 


Bulova’s new gift-de- 
signed watch box 
comes in a special! 
Christmas combinatio1 
offer that includes a 
tree display. Made of 
unbreakable plastic, 
the box has sliding 
doors and ean hang 
from the tree. 





Highlight your china displays by using, for instance, the lovely Star- 
light pattern by Lenox in a Christmas table setting. Selling aids by 
Lenox include newspaper mats, radio scripts and editorial photos 
(above) which dealers can use in advertisements of their own design. 
Contact Lenox, Inc., Trenton, N. J. 


Complete promotion kits are being offered to aid retailers give cus- 
tomers “Bright Gift Ideas in Stainless Steel.” Included are full-colo: 
merchandise price tags, die-cut easels and window-wall posters. A 
booklet offering suggestions on displaying and selling stainless stee] 
is also available. From Republic Steel Corp., Cleveland, Ohio. 
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descriptions of 
other “happy holi- 
day helpers” appear 
on page 114. These 
selling aids with the 
Christmas look will 
help give your store 
a festive appear- 


ance. 





2/ IDEAS 
for bigger 
Christmas 
business 


Most of them have 
been used successfully 
by jewelers in other 
years .. . several are 
new this year. You may 
find some that will work 
profitably for you 


* A good Christmas season is 
especially vital for the whole 
jewelry business this year, to 
overcome any effects of the re- 
cent slump. 

Before putting the finishing 
touches on your plans, look over 
the following check-list. Of 
course, they won’t all fit into 
your type of operation—but 
some of the suggestions may 
spark an idea that will lead to 
bigger year-end profits for your 
business. 


1. Establish a_ time-table for 
your Christmas selling season. 
Make a plan of operation, in ad- 
vance, listing what you'll do and 
when you'll do it. 

2. Set aside a few minutes every 
week or so for a staff meeting— 
to inspect new merchandise, dis- 
cuss selling features. A _ staff 
get-together gives everybody a 
clear idea of what’s new in all 
departments, heightens team 
spirit, improves morale, boosts 


sales. 


3. Meet soon with other jewel- 
ers In your area to plan special 


jewelry section in your news- 
paper early in December. Jew- 
elry Industry Council, 608 Fifth 
Ave., New York, can furnish 
text and pictures, which news- 
paper will gladly use, to suppor! 
retail jewelers’ Christmas ad- 
vertising in same section. 


1. Write for your free ‘“Christ- 
mas Plan and Idea Book” to 
Jewelry Industry Council. Book 
contains a wealth of materia! 
for newspaper and radio adver- 
tising, direct mail, windows and 
in-store displays. 


». Develop a training program 
for your extra new employees. 
Give each a copy of Fitting into 
the Selling Picture, 32 pages ot 
helpful selling facts about dia- 
monds, colored stones, watches, 
clocks, silverware, china, glass 
and giftwares. (Price: 50¢ a 
copy from JC-K.) 


6. In hiring extra holiday help, 
ask high school principal to rec- 
ommend bright, attractive, style- 
leading girls from senior class 
to work after-school and Satur- 





days in your costume jewelry 
and silverware departments. 


7. Clean and polish all stock and 
replace worn price markings 
with fresh, easy-to-read tags. 


8. Send a folder of “50 Christ- 
mas Gift Ideas” to every name 
on your mailing list. Select 
items according to their gift ap- 
peal in previous years. The 
folder should have a small pic- 
ture of each item well 


as as 


brief description and price. 


9. Decorate wall cases and 
shadow boxes with ribbon and 
bows in a gift-wrapped effect. 


10. Surround the top of a store 
pillar with over-sized, open- 
faced, gift-wrapped boxes. 


11. Devote a special window dis- 
play early in season to “Gifts 
for the Younger Set.” Show 
feeding sets, brush and comb 
sets, porringers, lockets, ankle 
bracelets and the like, to remind 
shoppers to buy something for 
triends’ and relatives’ babies. 


Plastic frost mobile and 


drape background 


(above) that attracted passersby to Shreve, Crump & Low in 


were combined to produce 


12. Increase 
watches by 


impulse sale of 
showing them 
throughout the store—not just 
in the watch department. For 
instance, scatter moderate- 
priced women’s sport watches 
among costume jewelry; place 
shock-resistant “heavy duty” 
watches in leathergoods or lug 
gage department. 


13. Boost diamond sales (Christ- 
mas gifts from husbands to 
wives) with sign reading, “lf 
You Owe Her a Diamond, Now 
is as Good a Time as Any.” Sign 


will remind many men of their 


mates’ past hankering for dia- 
mond jewelry. 


14. Use slogan, “Sterling Is for 
Christmas and for Her,” in sil- 
ver windows and cases to tie in 
with current nationwide radio 
promotion. You can get special 
Christmas shelf cards, mobiles 
and counter tents from Sterling 
Silversmiths of America, 55! 
Fifth Ave., New York, for $10. 


15. Space a row of tables down 
118) 
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a single religious painting against an uncluttered 


the tasteful seasonal display 


Boston. Left. 


Simpson’s of Toronto combined fashion and clocks and came up with two fash- 


ionably dressed models holding, naturally, gift-wrapped clocks- 


effective idea. 


a simple but 


At the Stanford Shopping Center 
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wood, glass and dinnerware. 
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by Virginia Dixon 


Do your Christmas 
display shopping 
early! 


Suppliers throughout the country have full 
lines of fascinating display material now ... 
Our windows show how artfully you can use 


some of the handsome pieces 


® EVERY JEWELER should tour the various display 
houses, when he visits New York, Chicago—or 
whatever his nearest “big’’ town happens to be. 
This year, as usual, the display suppliers have an 
exciting and colorful collection of decorative ma- 
terial on view for Christmas. 

If you can’t get to the showrooms, you’ll proba- 
bly find that there’s a representative in your area 
who can call on you. Also, many of the houses do 
a considerable mail order business. 

To help you with your Christmas display shop- 
ping, here is a list of representative houses all of 
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Lacy Sprite Angels lend grace and charm to this display 
of jewelry gifts. Spun glass clouds add to the airy effect; 
handsomely gift-wrapped packages serve as elevations for 
the merchandise. The angels are 18 in. high and come 
in assorted positions, both standing and flying, in dainty 
pastel colors. The clouds can be made by covering panels 
of beaverboard or masonite with spun glass and suspend- 
ing them with wires from the ceiling. Wrap the gift 
packages in colors to harmonize with the angels and trim 
the packages with dainty floral sprays. Merchandise wil! 
also look attractive on the spun glass “clouds.” 

Lacy Sprite Angels #8911 average 18” high $32.50 each 


which offer materials of interest to the average 
jeweler. Early shopping is recommended! 


Adler Jones Co., 521 S. Wabash Ave., Chicago 5, II1.; 
Allied Display Materials, Inc., 241 W. 23rd St., New York 
11, N. Y.; Austen Display, Inc., 133 W. 19th St., New 
York 11, N. Y.; Bonafide Display & Decorative Co., 61 
W. 37th St... New York 18, N. Y.; L. A. Darling Co., Bron- 
son, Mich., and 47 W. 34th St., New York, N. Y. 

Doerr & Associates, Inc., 2nd & Massie Sts., Ports- 
mouth, Ohio; Garrison-Wagner Co., 2018 Washington 
Ave., St. Louis 3, Mo.; Earl W. Gasthoff Co., 112 N. Haze! 
St., Danville, Ill.; Jay-Gee Studio, 335 E. 34th St., New 
York 16, N. Y.; S. Liebmann Studio, 2647 Jerome Ave., 
New York 68, N. Y.; Puddu & Martinelli, 149 Mercer St.., 
New York 12, N. Y.; Rip Studio, 15 E. 22nd St., New 
York 10, N. Y. 

Silvestri Art Mfg. Co., 1147 W. Ohio St., Chicago 22, 
Ill.; Staples-Smith, Inc., 44 E. 53rd St., New York 22, 
N. Y.; Starer Displays, 737 N. 4th St., Milwaukee 3, 
Wis.; W. L. Stensgaard & Associates, Inc., 346 N. Justine 
St.. Chicago 7, Ill.; Zaria Displays, 434 Sixth Ave., New 
York 11, N. Y. 

(Materials referred to in the accompanying sketches 
are all from Silvestri Art Mfg. Co., Chicago.) 


JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 1955 





Fat little Santas dressed in fabric and fur add gaiety 
and color to a showing of silver and china for Christmas 
giving. Holly sprays are seattered across the background 
and the merchandise is arranged on suspended shelves 
and on a long rectangular elevation on the window floor. 
The figures come in various sizes and can be used sitting 
or standing, holding merchandise or copy cards in win- 
dows or showcases. The hanging shelves may be of glass 
or composition board, painted or covered. Use of such 
shelves allows more merchandise to be shown without the 
appearance of crowding. 


Santas, fabric dressed, #F-600, 14” 
#F-601, 18” 
#+F-602. 21” $19 9: Handsome wreath of gold tinsel hangs against the back- 


ground. Narrow red ribbons extend from the wreath to 
merchandise groupings on either side of the window. 
Other merchandise is arranged on a circular pad in the 
center of the window with the copy card. Gold stars are 
scattered across the background. The gold tinsel, full 
and heavy in appearance, is also made up in cluster ar- 
rangements and in a Christmas tree, 36” high. The wreath 
in the sketch is 24” in diameter and 4” thick. It would 
be nice to carry the gold tinsel decorations through all 
the windows and the store interior. 


Gold tinsel garland wreath, +8644, 

ae” Sse SE ncn ceva eneeeansana¥e $26.50 each 
Gold tinsel cluster, #8643, 18” x 8” x 4” 
Gold tinsel garland tree, 78642, 

— £15 = ie 


Christmas trees in many decorative types are available; 
and almost any kind could be shown as suggested in this 
sketch. The main tree is placed at left center of the win- 
dow, with a cut-out paper “shadow” standing behind it 
Flat tree-shaped cut-outs, covered in fabric and “trimmed” 
with jewelry, stand in the foreground—each with its 
shadow cut-out behind it. The viscus tree, indicated in 
the sketch, is available in natural Christmas green, white 
with red flecks or white with green flecks, all fully 


trimmed in sizes from 14” to 36” 


Viscus Christmas trees, #8607, 14” 
19” 
24” 
ay” 
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NEW PATTERN! NEW 
introducing DAWN STAR’ 


A beautiful, basic three-piece place-setting is yours for only $12.99. 
How rare to find a pattern like this...so fresh, so delicate, so modestly 


priced for heavy sterling! It's a superb gift! WALLACE |. w 
STERLING 























STERLING IS FOR NOW...AND FOR YOU! DAWN STAR THREE-PIECE PLACE-SETTING 12.95. FED. TAX INCL. 






















holiday specials in new 


DAWN STAR 


for a limited time only! 


3-Piece Place-Setting specially priced, *12.95 
_vaknife, fork, and teaspoon beautifully ; 
gift- packaged. 4 






Be ws geen 
; 
: 
i 
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4 four-piece place-settings 
5 important serving pieces: table serving spoon, vegetable 
serving spoon, gravy ladle, cold meat fork, sugar spoon. 

Plus a tarnish-proof drawer liner, 


Dawn Star, 
in complete six-piece place-setting only $24.95 
See Dawn Star and all other Wallace patterns 

at fine jewelry and department stores today. 





21-Piece Starter Set, $125 value, only *99.95 
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GRANDE BAROQUE 45.00 
MEADOW ROSE 35.00 





ROSE POINT 37.50 
DISCOVERY 37.50 





MY LOVE 37.50 
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PRICES FOR 6-PIECE PLACE-SETTING, FED. TAX INCL. 


WALLACE 
STERLING YW 


WALLACE SILVERSMITHS AT WALLINGFORD, CONNECTICUT. .. SINCE 1835 








PRICE! NEW PROMOTIONS! 


WALLACE 


presents a 
beautiful new 
sterling silver 
pattern... 


contemporary, clean-lined, delicately incised, 
it’s just what your customers want. 


A NEW LOW PRICE... 6-PIECE 
PLACE-SETTING ONLY *2495 


FED. TAX INCL. 





Dawn Star opens up brand-new sales opportuni- 
ties in sterling! It’s the lowest priced, top-grade, 
heavy sterling silver pattern on the market! 


TWO GREAT PROMOTIONS... 


Special introductory price offers . . . nationally 
advertised! Look for this spread! — : 
“Exciting multi-page advertising, of Dawn Star, 
introducing it to the entire country with 24 pages 
(including 8 in full color) reaching more than 
15,000,000 readers in House Beautiful ¢ Seven- 
teen ¢ Living ¢ Miss © Charm © Modern Bride 
Mademoiselle ¢ Bride’s ¢ Bride and Home 


WRITE TODAY FOR THESE... 
VALUABLE DEALER AIDS! 


Radio and TV scripts! e Special publicity releases 
with table-setting photos! e Counter card! ¢ News 
mats in 5 sizes! — 


WALLACE 
SILVERSMITHS 


at Wallingford. Conn. since 1835 
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Diagraph (left) is a three-foot circular screen, partitioned into 1000 squares. 
This is the measuring device upon which the image of the diamond is projected, 
after the stone is microphotographed with the Diascope. Microphotograph, pro- 
jected upon the Diagraph screen, shows interior structure of stone enlarged 
10,000 times its actual size. Note grids, which help identify size and position 
of flaws. This photograph, of course, is greatly reduced from the image shown 


on the three-foot screen. 


by P. Patton 


He fingerprints diamonds 


No two diamonds look the same under 10,000-time enlarge- 
ment, Albert Samuels contends. Even the best gem, he says, 


has some slight imperfections—which make it different 


from any other stone 


® BY PHOTOGRAPHING DIAMONDS 
under a microscope and project- 
ing the transparencies against a 
three - foot Albert S. 
Samuels, Sr., of San Francisco 
believes he has proved his point 
that the best way to sell dia- 
monds is by admitting that ‘‘no 


screen, 


diamond is_ perfect.” 

For many years, Mr. Samuels 
has been a rather controversial 
figure among Bay Area jewelers 


because of his insistence that 
‘nothing is perfect.” Blanketing 
every object in creation, this 
statement includes even crystal- 
lized carbon and takes issue with 
what the Federal Trade Com- 
mission has to say about per- 
fection in diamonds. (The FTC 
holds that a diamond of good 
color and cut may be ealled 
perfect if it shows no blemish 
when examined by a trained eye 


under 10-power magnification.) 

Most jewelers have gone along 
happily with the FTC rule. But 
not Mr. Samuels. 

Years ago he began thinking 
about the possibility of some 
kind of device that would give 
diamond customers a_ visual 
demonstration of what an ex- 
pert could see with magnifica- 
tion. Such an instrument, he 
thought, would “free people 





the eye-opening 
Even a fast look at any line-up of Wallace Stainless 
patterns shows you they're the newest, most exciting 
patterns in the business! By a “‘line-up,’’ we don't 
mean a mere handful, either. Wallace Stainless comes 
in 31 different patterns in 6 different price lines... 
every one a Shining example of fine design, superb 
craftsmanship and great durability. Who could ask for 


styles in Wallace Stainless 


more in stainless? Certainly, not customers! They ve 
been buying Wallace Stainless, and will keep on buying 
it at the same record-breaking clip because they see 
the difference, too. It's the finest stainless made 

For further information, see your local Wallace dis- 
tributor, or write to Dept. WH, Wallace Silversmiths, 
Wallingford, Connecticut. 





WALLACE|Wy|STAINLESS 











The greatest name in American tableware 


FALLING LEAVES tsp. .29 


FLEETLINE tsp. 1.00 


~ 


~ 


SNOW FALL tsp. .49 


WALLACE STAINLESS — A DIVISION OF WALLACE SILVERSMITHS. AT WALLINGFORD, CONNECTICUT . 


JEWELERS' CIRCULAR-KEYSTONE, OCTOBER 1958 
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BRIGHT STAR tsp. 49 


CIRCE’ tsp. 1.25 


NORTH STAR tsp. .29 
SINCE 1835 
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FINGERPRINTING DIAMONDS 


(continued row page 30) 


from the tender mercies of ex- 
pert opinion, back up the sales 
claims of quality jewelers and 


permit more accurate appraisals 
of diamonds for insurance pur- 
poses.” 

Today, at 76, he has instru- 
ments which, he maintains, do 
all that and more. After three 
years’ experience with his Dia- 
scope and Diagraph, Mr. Sam- 
uels declares that any diamond 

ETC 
standards would reveal defects 
if it were studied under sufh- 
cient magnification. “‘Perhaps,”’ 
he says, “‘vou have read about a 


considered perfect by 


Greek gentleman named Arch- 
imedes, who. said, ‘Give me 
where to stand and | will move 
the earth.’ ”’ | 


Camera and microscope 

The Diascope is a combination 
of camera, microscope, filters 
and lighting, by which diamonds 
are photographed. The _ Dia- 
graph is a three-foot measuring 
screen, ruled into 1000 square 
units. Here’s how the system 
works: 

The diamond to be inspected 
Is cleaned by standard methods 
and dipped in a static solution 
or brushed with a_ plutonium- 
cored brush. This is to get rid 
of dust particles that would ap- 
pear the size of dimes under the 
ultimate magnification. The 
stone is then placed under the 
Diascope, angled to reduce glare 
spots, and photographed under 


strong light. 


Image on the screen 

The resulting transparent 
microphotograph can then be 
projected on the Diagraph and 
magnified tens of thousands of 
times the actual size of the 
diamond, for visual examination 
and mathematical computation 
of imperfections. The image is 
projected from such a distance 
that it fills the circular screen. 

The number and area of the 


flaws—seen here as translucent 
or opaque spots—are calculated 
according to the 
squares they cover on the grid 
on the screen. That number, 
related to the basic 1000 squares, 
yields a percentage figure. For 
instance, a diamond’s image on 
the Diagraph may show that it 
has a large opacity at 11 o'clock; 
two parallel lines (scratches in- 
visible to the naked eye) at 3 
o’clock; and a serious translu- 
cency at approximately 7 o’clock 
at lower left. 

The 32 squares covered by 
such imperfections would indi- 
cate that the stone is “3.2 per 
cent flawed, or 96.8 per cent 
flawless,’ and a rather poor gem 
by Mr. Samuels’ standards. 


Impact upon the public 

Naturally, one of the ques- 
tions raised by the Diascope is 
this: Why should a jeweler, hav- 
ing a “perfect” diamond under 
FTC standards of 10-power 
magnification, subject the stone 
to the intense scrutiny of the 
Diascope? Wouldn’t it be “bad 
for business?” Wouldn’t it tend 
to scare away customers? 

“We maintain that nothing is 
truly perfect,” Mr. Samuels 
says. “‘Any customer who could 
be scared away by the truth is 
obviously in need of an educa- 
tion in values. This instrument 
is not intended to sell more dia- 
monds. It ts intended to sell 
more nearly perfect diamonds, 
and to make sure that every 
buyer is fully aware of every 
flaw, however minute. We think 
ours is a more honest method 
than to take the easy course of 
dwelling upon a diamond’s vir- 
tues.” 

The system is not without its 
technical limitations and Mr. 
Samuels admits it. The method 
of calculating imperfection pri- 
marily takes into account the 
size of the flaws, although loca- 
tion, not size, is often the de- 
ciding factor in evaluation. 
“Thus,” Mr. Samuels says, “‘the 
mathematical computation of 


number of 


imperfection must be understood 
to be an apparent relation be- 
tween the area of ‘imperfection’ 
and the total area of the stone. 
Obviously, the flaw, whatever 
its nature, is tri-dimensional 
and its representation on a two- 
dimensional plane can be con- 
strued only as an estimate.” 

Another limitation is_ the 
camera’s plane of focus. Thus, 
one might ask, wouldn’t a flaw 
lengthy in depth be difficult to 
focus on entirely and therefore 
dificult to evaluate? And 
wouldn’t imperfections in the 
table be blurred if the Diascope 
were focused upon flaws in the 
culet? 

Samuels answers that the 
camera used in the Diascope has 
a Zeiss lens with a focal length 
of F4.5 and a “between the lens” 
diaphragm, providing adequate 
depth of field to cover stones up 
to about 1.75 carats. “In prac- 
tice, however,” he says, “we 
focus at full aperture on the 
plane of inclusion, if single, or 
at the sharpest average if there 
are multiple inclusions and then 
stop down for taking. The un- 
flawed areas suffer very little 
from being less sharp.” 


“Each photo is different” 

Just as no two fingerprints 
are identical, no two diamonds 
will photograph identically, Mr. 
Samuels contends. Thus, he 
Says, a customer who has a 
diamond Diascoped need never 
worry about substitution if the 
gem leaves his possession tempo- 
rarily. Moreover, microphoto- 
graphs can give insurance 
companies a better basis for cal- 
culating their rates without 
guesswork, provide a record of 
the diamond’s internal structure, 
and help police recover stolen 
gems. 

Though several people have 
sought to purchase — similar 
equipment from him Mr. Sam- 
uels has sold none to date. Dia- 
scope and Diagraph have been 
in use at Albert S. Samuels Co. 
since 1955. ag 
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Precious 
Palladium 
and Platinum 
Jewelry 


TO BRIGHTEN YOUR CHRISTMAS SALES! 


PALLADIUM — Lustrous white, high-fash- PLATINUM—The ultimate precious metal for 
ion palladium is the newest of the precious _fine jewelry, platinum continues to enjoy top pres- ede 
jewelry metals — a sister-metal to platinum. _ tige with manufacturers, retailers and customers. Gift Jewelr Y 
Palladium jewelry was admired by the retail Palladium and platinum, the all-precious jewel- 

jewelers at the RJA Convention and will be ry metals, are first choice at Christmastime — and featured at 
a favorite in your shop, too. all year long. 





RJA 





dinner ring in 
a. eee and marquise diamond-set palladi 


Sapphires 


n. 
nelius, 628 Nicollet Ave., Minneapolis, Min 


mee ran 


3. Handsome palladium 
32nG degree Masonic ring, 
$60. Sol Scharf, 71 Nassau 
 * 


4. Three palladium emblems: 32nd 
degree with diamond, $66. Ruby 
and diamond Elks’, $47. Diamona- 
set Shrine, $108. lrons and Russell, 
95 Chestnut St., Providence, R. |. 


7. Swirl design palladium watch bracelet, 
set with diamonds, $650. Classic palladium 
bracelet, set with diamonds and sapphires’, 
$750. Diamond-set palladium ring, —_— Spinl 
Mfg. Co., 48 West 48th St., N. Y. 


set with diamonds, 
swirl design, Se ae. 


. Cor- 
* and diamonds '!n a palladium ring, $300. K. C 


Precious palladium 
Jewelry...distinctive 
+ New...gaining 

In popularity 


oN 


a watch 
” Piccard a diamond 
Sw S, facet.c 
Chain, SS Movem 
n pi * 17, 50. Palla 99. Ultra-thip, Pali 
adium ae Man’s 
With 
a 


5S. Palladium cross, set with 
diamonds, $95. Palladium Shrine 
emblem with diamonds, $37. 
Wefferling-Berry Co., Inc., 8 
Rose St., Newark, N. J. 


6. Elks' emblem in precious 
palladium, $35. Palladium East- 
ern Star pendant, $35. Chas. 


Birnbaum iInc., 102 Fulton St., 
Fas Vo Ge 


i ith dia- 
. Ballet dancer pin of palladium set wit 
> and pearis**, $185. Magnificent palladium ring, set 
with diamonds and large pear!**, $600. Honora, 42 West 
48th St., N. Y. C. 


*synthetic 
**cultured 








9. Palladium Service Academy ring sets. USNA 10. Two-toned palladium-gold pin, set with dia- 
miniature engagement ring, set with spinelle, $60. r monds and sapphires“, $570. Diamond-set palla- 
Contoured diamond-set wedding ring, $115. USMA dium body ring, $330. Diamonds and sapphires* in 

two-tone palladium-gold ring, $500. Erwin Pearl, 


engagement ring, set with diamonds, $275. Con- 
toured wedding ring, with baguette diamonds, $125. 580 Fifth Ave., N. Y. C. 


Herff-Jones, 571 Broad St., Newark, N. J. 


11. Diamonds 7 

. and sapphires in palladi 

with rubies* Pp. adium bracelet, $550. 

ater or amethysts). Palladium brooch with di (Also available in diamonds 
eider, 665 Fifth Ave., N. Y. C. iamonds and pearis**, $500. Jack 


eines bright palladium is a very effective precious metal 
for jewelry mountings because it brings out all the Sparkle 
si gems and faithfully reflects their true color and bril- 
lance. Year-round national advertising has helped in- 
crease your Customers’ knowledge and desire for this 
newest of the precious white jewelry metals. 

) All items shown here are available for Christmas sell- 
ing. For further details, write direct to the manufacturers 
All prices Keystone. | 


270. Large 
, $210. 


ger 


matched palladium rings: diamond-set engagement ring, 14. Diamond-set pailadium guard ring, $ : 
4. Heart-shaped palladium pendant, set with dia- palladium ring, set with diamonds and sapphires 
iladium earrings set with diamonds and sapphires“, Palladium necklace clasp, set with diamonds and pear 

$42.50. B. F. Brogan, 801 Walnut St., Philadelphia, Pa. 


st 45th St., N. Y. C. 


13, ‘‘Starbelle” 
$455; wedding ring, $12 
monds, $496. Brilliant pa 
$590. J. Giovannetti, 115 We 


For more new fashions in jewelry, see 





Choice platinum 
pieces for the 
ultimate in design ee 
and saleability Saisie 


J wt | ’ 6 W 4 *) 


16 Platinum dinner rj 
SO NB, Paved with dia- 
ith $1700. Bow-knot platinum brooch eat 17. Unusual ( 
wi diamonds, $1500. Loretz & Benoit, rine, $350. Plati 
Mission St., San Francisco, Calif are — 
amp, Ww 


| lati- 
+ ri mountings in luxurious Pp 
smal latinum bracelet lavishly 19. _— pod ek ten, pelea. 
18. Ostia a ienss, $20,000. Kurt Wayne, 580 num, $ St. Louis, Mo. 
set with diamonds, $20,000. 407 N. 8th St., St. 
Fifth Ave., N. Y. C. 


20. Cultured Pearls massed in 
$1010, Handsome Platinum dro 


a diamond an 
Robert Altman Inc., 38 West 48t 


P-design 
h St., N 


d platinum brooch, 
nd earrings, $3650. 


; nt. 
| 1. Platinum body ring mou 
er a set with diamonds, $700. Van 
ae Craeynest & Linzer, 88 First St., 

San Francisco, Calif. 





; let: exquisite platinum 
Luxurious diamond bracelet, diamonds. 
Platinum set with 23. | uise and baguette dia 
22. Spectacular diamond gone ire se eonds, setting. Choice round, mara fees oe YC 
Te Sea v42 West aath St., N.Y. C $48,000. Meyer Harnick, 
$40,000. Nat Koslow, " 


Platinum, traditionally the finest metal that 
craftsmen can use for setting precious dia- 
monds and other gems, has yet to be sur- 
passed. Its unique properties fully reflect 
the color and enhance the sparkle of dia- 
monds. 


All the jewelry on these pages was fea- 
tured for its beauty of design and workman- 24, £1 
y g Samana on Platinum brooch, set with round 


ship at the 1958 RJA Convention in New $3000, ieore" Graceful platinum brace} 
York. All prices Keystone. 


Marquise and baguette 


el : 
“ Landy, 37 West 47th st. Yor ser with diamonds 


26. Diamond-set platinum bracelet-watch. 
Finest Swiss movement, $5000. Lucien Pic- 
card Watch Corp., 37 West 47th St., N. Y¥. C 


25. Exciting free-form platinum pin, set 
with diamonds, $3000. Maurice Semensohn, 
37 West 47th St., N. Y. C. 


letely set 29. Swirling piatinum and diamond ring, 

. Dainty twin-flower platinum body ring, 28. Superb platinum necklace, comp . 

a ltt emia, $800. Emerald-cut diamonds with beautifully matched diamonds in a grace- $1368. Unusual platinum ring, set with dia 

in platinum body ring setting, $1000. Schira ful design, $5500. Arthur A. Everts Co., 1615 monds, $740. Ben |. Wisnia, 391 First St., 
Bros., 434 Elm St., Cincinnati, Ohio. Main St., Dallas, Texas. San Francisco, Calif. 


PLATINUM METALS DIVISION- THE INTERNATIONAL NICKEL COMPANY, INC.. 67 wal! Street. New York 5.N. Y. 
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BIRTHSTONES—OCTOBER ALTERNATE 





Fig. 1. Books on 
Mount Mica tourma- 


lines by discoverer. 


by Dr. Frederick H. Pough, Gem Consultant to JC-K 


Tourmaline: A stone of many hues 


This fascinating mineral crystal is_ plentiful, 
inexpensive—and offers “October’s child” a rain- 
bow choice of colors, warm or cool 


® THE WIDELY-HELD SUPERSTITION that opals bring 
bad luck has made it essential to offer an alternate 
October birthstone. Tourmaline was chosen be- 
cause it has desirable “birthstone” qualities: 
beauty, durability, and abundant availability. 

Unfortunately, tourmaline was not’ widely 
known as such in ancient times, so it hasn’t ac- 
quired the desirable aura of veneration that 
accompanies the best birthstones. It really is 
quite common, though; and some of the “‘green’”’ 
or “pink” stones of ancient times were actually 
tourmalines. 

So, tourmaline for October was sprung on a 


slightly apathetic public. Time is needed to make 
it traditional. After all, the other birthstones 
were “new” once! 

Mineral composition unusual 

Mineralogically, tourmaline is an exceptionally 
interesting stone. It comes in many colors. (More 
on that later.) Its crystals belong to a rare class, 
with very few mineral counterparts. The system 
is a common one for gemstones—hexagonal or 
six-sided; but tourmaline has its own twists. It 
belongs to a three-sided (trigonal) class of that 
system, and only half of the prism or terminal 
faces grow well. 

In addition, it has a nearly unique qualification: 
the top and bottom are wnlike. This quality is 
called hemimorphism (half-formed). It means 

(please turn to page 102) 
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NEW...for Your Diamond Window Displays 


DRAMATIC NEW 
DIAMOND 
SHOW PIECE 


a A beautiful stage setting for your diamond engagement rings— other diamond pieces. 


w Attracts attention with flashing lights. (Stars in background flash on and off.) 


@ Ties in with national diamond advertising. 


@ Fine quality in design, materials, workmanship. Constructed for long life, frequent use. 


w Offered at cost—$25—in a limited quantity, now. 


This magnificent diamond show piece is com- 
parable to a stage setting for a Broadway hit musical. 
It is designed to dramatize your diamonds. present 
them with an air of beauty. excitement and romance. 
There’s action and attraction in the stars that flash 
in the backdrop. 


It will help you promote your diamonds through 
an appeal to human emotions... help you sell the 
idea that an engagement diamond is more meaningful 
than any other earthly object...help you identify 
your store as the store where dreams are fulfilled. 


This is a quality display, a luxurious show piece, 
a fitting setting for the precious merchandise it is 
designed to promote. The “floor” is velvet, the back- 
drop strongly constructed. the figurine is_ nicely 
made, dressed in taffeta and veiling. 


The finest store can be proud to place it in the 
window. And, it’s a “permanent” piece which can 
be used over and over...for your June Bride pro- 
your special gift’ promo- 


motion... Christmas... 


tions...diamond displays at any time of year. 


Over-all dimensions: 


1814’", width — 1814” 


Depth — 2014”, height — 


The cost is $25. a small fraction of the cost of 
designing and producing on an individual basis. It’s 
available now. in a limited quantity ...to help you 


promote your diamonds. 


Order through the Diamond Promotion Depart- 
ment. the Reuben H. Donnelley Corp... 230 East 
Sandford Blvd.. Mount Vernon, N. Y. Please enclose 


$25. check or money order. 


Tie in with the national diamond promotion... keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 





TOURMALINE (continued) 
that the top and the bottom of the crystal have 
different faces. For example, the top can be 
pointed and the bottom flat, a very uncommon 
occurrence in mineral crystals. 

This structural dissimilarity is a reflection of 
the internal atomic arrangement and results in 
unusual electrical effects. Opposite electrical 
charges develop on the ends when the crystal is 
squeezed (piezo-electricity) or warmed and cooled 
(pyro-electricity). These charges are strong 
enough to make ashes or bits of paper cling to the 
ends of warming or cooling crystals. (This prop- 
erty is a headache for museum people. Tourma- 
lines heated and cooled daily in illuminated cases 
attract so much dust that they need cleaning al- 
most weekly. Twice a year will do for most min- 
eral crystals. In the American Museum collection, 
this dust-collecting propensity told the true 
identity of two of four crystals labeled Ceylon 
‘“andalusities.”” This error had gone uncorrected 
for many years since the refractometer gives 
similar readings for both stones.) 


Gem of many colors 

This electrical property also affects the color 
of tourmalines. One errant element in the nutrient 
solution may concentrate at one end of the grow- 
ing crystal and make it one color, while the alter- 
nate element in the atomic pattern goes to the 
other end and imparts a different hue. From such 
a crystal, gemstones can be cut which show both 
colors in a single, unflawed gem. Commonly, 
though, the pink half of the stone will have flaws 
and the green or blue side will be clean. Since the 
crystals also grow outwards—and the sides are 
electrically different from the ends—it is common 
to see ““watermelon” slices, in which a green rind 
surrounds a pink center. 

Tourmaline has a rather complicated composi- 
tion. Half a dozen elements are essential in its 
formula. As it is one of the rarer pegmatite min- 
erals, like topaz and beryl, we expect it to contain 
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Fig. 2. Maine indicolite gem of 4.125 carats, with the old, 
signed certificate with which it was sold. 
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a rare element. It fulfills this by being a boron 
compound. Ruskin admired tourmaline, even 
though its formula floored him. He decided it was 
more like an alchemist’s recipe than a respectable 
mineral! 

During the war tourmaline had a unique stra- 
tegic usefulness. Round, metal-coated discs were 
the operative hearts of blast gauges, which are 
used to measure the force and directions of an 
explosion, and are capable of delivering a mes- 
sage, in the form of an electrical impulse, in the 
brief instant before they are blown sky-high. 
Gem tourmaline serves best, though some ex- 
amples of non-gemmy very dark materials are 
equally useful when they can be obtained in large 
enough sizes. 


First found in Ceylon 


Tourmaline is one of the few exceptions to the 
rule that jewelry stones constantly become more 
expensive. The current situation probably won't 
last; but, as of now, you can buy stones today 
for considerably less than you paid back in 1890. 
This has come about because the newer sources 
of supply yield superior material in great abun- 
dance. The history of these developments is of 
some interest. 

Tourmalines have been found in the Ceylon 
gem gravels from the days of the earliest wash- 
ings. However, Ceylon tourmalines are not espe- 
cially attractive—which probably explains why 
they have no birthstone tradition. They run to 
greens and browns and often are confused with 
andalusites. Siberian pegmatites then opened up 
and supplied some red ones that were christened 
‘“‘rubellite.””’ Few of them were clear enough for 
facetting, however, and most stayed right at home 
in Russia. 

Next came discoveries in Maine, recounted in 
a quaint book by August C. Hamlin named Mt. 
Mica (Figure 1). The gems were sold by the Mt. 
Mica Mining Co., complete with certificate (Fig- 
ure 2). The best known jewelers of America paid 
$10 to $15 a carat for red or green tourmalines 
of comparatively small size. Blues and greens 
were more common than reds in Maine. The blues 
(indicolite) tended toward deep colors, as they 
do today in Brazil; but many of the greens were 
unusually light by current standards and were 
finished into lively stones by a Maine cutter 
named Loren Merrill. The reds were not a fine 
ruby red, but inclined more to a purplish red and 
were generally small and flawed. 

The Maine supply was not large; and when the 
pegmatites of California started producing stones, 
mostly pink and red ones, they soon took over the 
market. Although rubellites, like emeralds, are 
generally flawed, the large pink crystals from San 

(please turn to page 126) 
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by Clarence Olsen, President 


Olsen & Ebann Jewelry Co., Chicago 


“Qualities we look for 


in a Store Manager” 


Ability to see, grasp and develop the unusual 


is of top importance, says this respected pioneer in 


installment-credit jewelry marketing 


® WHEN WE SIZE UP A MAN to manage one of our 
stores, we look for one quality above all others: 
alertness. In our experience, you just can’t over- 
estimate the importance of a manager who is 
keenly aware of what goes on and has the initia- 
tive and self-confidence to take advantage of 
whatever the circumstances offer. 

One illustration—among many I could use—is 
the very first store manager we hired. (I'll call 
him Bill Smith.) That was 50 vears ago, shortly 
after my partner, the late Carl Ebann, and I went 
into business in Chicago. 

Bill wrote to us, asking to represent us in a 
town with about 15,000 population. He had done 
apprentice work for a watchmaker, intending to 


Sta 
See 


become a repair man himself. But, recently he 
had started to sell jewelry out of his home, a five- 
room apartment on the second floor of a second- 
class building on the town’s second-best street. 
His “‘store’’ consisted of a single five-foot show- 
Case. 

Because it didn’t sound too promising, we re- 
plied by letter that we weren’t interested. 

A week later, Bill paid us a visit. First he 
talked with me and then he talked with Carl. 
Again we turned him down. But he insisted that 
he couldn’t be turned down. He offered to deposit 
the full value of our merchandise in a bank and 
pay us 6 per cent interest. 

We reconsidered—and decided we couldn’t re- 

(please turn to page 106) 


Hand-picked Olsen & Ebann staff at meeting in 1921. Second from right, Mr. Olsen; at his right “alert manager.” 
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THE FLOWER OF PRECIOUS JEWELRY 


Finest quality... exquisitel¥ @esi: 


Oscar Heyman & Brothers, Inc. 


642 Fifth Avenue, New York 19, N. Y. 
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CHICAGO EVENING AMERICAN, MAY 7, 1915. 
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ara tar$1i kX Willi Calahrata 
Installment selling—circa 1915: An early-—-and enterprising— 
Olsen & Ebann newspaper ad links buying diamond rings with 
going 


UALITIES IN A STORE MANAGER 


(continued from page 104) 


fuse his offer. Bill was engaged on a basis of 
commission on sales and collections. 

Our new salesman-store manager was success- 
ful from the start. He loved jewelry; and he 
devoted himself earnestly to his one-showcase 
business. 

Nor was his original persistence and enterprise 
just a flash in the pan.... 


ss 


“Movie” ad sells watches 

Back in those days, business was undergoing 
a bad spell; what, in 1958, we call a “recession.” 
The sales manager of the Illinois Watch Co., 
Julius Armbruster, came to us with a proposition 
to help his firm sell 17,000 open-face or hunting 
case 17-jewel watches. He offered us the watches 
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For you personally—here s real “financial 
} 1 


1 


price of a movie—10¢. Similar ad sold scores of watches. 


on memorandum on our own terms—if we could 
come up, at once, with a plan to produce sales in 
worthwhile volume. 

My partner and I talked things over and de- 
cided to propose a ‘“‘Movie Sale.” We suggested 
a newspaper advertisement which featured a 
motion picture curtain and offered watches at 10¢ 
down; 10¢ the first week; 20¢ the second week; 
30¢ the third week, and so on. (In those days you 
could go to a movie for 10¢.) 

We submitted our advertising copy to Mr. Arm- 
bruster; and he accepted it on these terms: If it 
didn’t sell watches, he would pay for it; if it sold 
watches, Olsen & Ebann would foot the bill. 

Our watch-sales advertisement was scheduled 
to appear in the Chicago American on a Friday 


(please turn to page 122 


JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 1958 


: : P 


SM ol-me ia-lale me i-mm lemme’, Alet-jieleb 


ui at-1a- Wl MealoMl of-14(-lat-fol0] cet-k ie) al lolol-1- Mel T-laalolatol— 
in quantities than Harry Winston, Inc. From the 
Wie) d lo Mma r- 1g el—1-) ane ll-lealelalemiah'4—1a)(e]a'smele) ah ige)eameolel mel. sa 
geole lel arm 40) 16lael—m eo) 0h'4-10-milalem- ml elelas)e)i—-1(—-m-1-1|-leitlela 
o) Mn ial—1iam—)'4-1 820-2 el —1-1 e-em gal 1g ei al-laleil-\—lek 


come ial—iiam-lehis-lait-lel—e 


| Brolot-t- me OlF-laslelslomm PlR Al-ilels 
HARRY WINSTON, INC. 






rare jewels of the werld 


HARRY WINSTON. 


7 EAST 51st STREET, NEW YORK 


OFFICES IN: CHICAGO - OKLAHOMA CITY - LOS ANGELES 
GENEVA, SWITZERLAND 






































































































































































































































































































































































































































































































































Thousands of retail jewelers continue to profit 
by the careful merchandising know-how of 
selected Tessier & Weiss wholesale distributors. 
Your wholesaler and only your wholesaler can 
offer you Tessler & Weiss mountings. 


Feislee Weiss, Sec. 


PSI Vaux Hall Read. Union, Nef. 
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The Henry H. Harteveldt Company 
has served quality 
jewelers for four 
decades as one of 
America’s prime 
diamond importers, 
specializing in platinum 
and gold jewelry. 

From a fast-moving 
14K diamond pendant 
retailing at $6.50 

to a $5000 diamond 


platinum watch. 


Total Weight Complete Line of Extensive Selection of Pendants Unusual Styling in Total Weight 
Wedding Bands Fancy Solitaires Including Add-on Pendants Pearl and Diamond Rings Bridal Sets 


MEMBER AMERICAN GEM SOCIETY 


The Henry H. Harteveldt Company 
630 Fifth Avenue, New York 20, N. Y. 


ANTWERP @ DALLAS © NEW YORK e@ LOS ANGELES e¢ PORTLAND 
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Customer-catcher: An all-glass show- 
case just inside the wide glass panel 
next the entrance door, is clearly vis- 
ible from the street, encourages win- 
dow-shoppers to come in for a closer 
look. The case seems to hang in mid 
air; but you can walk around three 
sides—or crawl underneath! Despite 
its ethereal appearance, the case ac- 
tually rests on substantial brick... . 
Remodeled entrance is of the modern 
angled-lobby type, eight feet deep. 
The handsome Vermont marble facade 
gives it an appearance of richness, 


stability. 


Make the most of remodelling 





You can stand the confusion, if 
it means new business—and brings 


eve-catching results 











® BIG REWARDS can come from remodelling—not 
only after, but during. So, don’t dread it. Up- 
heaval is conspicuous and you might as well make 
the most of your “day” in the limelight. 

Wolf Jewelers did just that. They let people of 
Topeka, Kans., know what was going on through 
half-page remodelling-sale ads in the local news- 
papers. They stayed open during the entire three 
months of confusion and they welcomed the curi- 


ous who dodged face-lifting scaffolding for a 
“We’re in a mess,” salespeople told 
“But it’s going to be wonderful when 


look-see. 
them. 
we're through!” 

The fact is that business at Wolf’s actually in- 
creased during the modernization months and at 
the big opening (with door-prizes) more than 
1,000 registered. Since then, gains have soared 
beyond expectations. 

Located in the city’s busiest downtown traffic 
block, Wolf’s has been a Topeka institution for 
60 years. Remodelling brought the problem of 
up-dating the store and its appurtenances without 
sacrificing the best of the old. Our pictures show 
how successfully this problem was solved. 
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Conversation piece: Long shadow boxes, suspended on 
brick walls above planters of live greenery (alcove at 
left) add a decorator’s note to the interior, bring de- 
lighted comments from women customers. The boxes, 
lighted inside, hold imported figurines and are easily seen 
from the street. ... “Outmoded” high ceilings of the 
original store were not lowered. Instead, their height 
dramatizes 20 suspended drop lights which illuminate the 
first third of the store where diamonds, fine watches and 
karat gold jewelry are displayed. In contrast, a 100- 
year-old crystal chandelier from New Orleans lights the 
second third of the store. Connected with a time clock, 


it serves as impressive night illumination. 


No reflections! Miss the mirrors back of these open-wall, 


walk-up show cases? The management dislikes the dis- 


traction of reflections; so backgrounds are gray velvet 


over beaver board sections which can be removed for 


cleaning or re-doing. (Mirrors from the old store now 


are scattered all over Topeka, in the homes of faithful 
employees. ) Each case has handy pull-out shelving at 
counter level where merchandise can be placed for exam}- 


nation by customers. Notice the fine old solid mahogany 


sit-down tables 


case, bleached a contemporary finish; 


where brides-to-be make leisurely selections. 
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A. Pond, president 
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Marg’s new store has handsome gray porcelain- 
steel front with lighted aluminum lettering. Interior 
has luminous ceiling with spotlighted showcases. 
Modern design shows off beautiful Keepsake dis- 


plays to excellent advantage. 


JEWELERS 
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Some Advantages of the Keepsake Program: 


5. 


NATIONAL ADVERTISING — full 
pages... many in color... in lead- 
ing magazines read by your best 
market for diamond rings. 


OUTSTANDING DEALER SALES 
HELPS — plus a new and exclusive 
promotional aid . . . a terrific traffic- 
builder for all Keepsake jewelers. 


“YELLOW PAGES” ADVERTISING 
— on a cooperative basis to identify 
authorized dealers in yellow pages 
of phone books. 


4. 


5. 


PERFECT QUALITY — the big “exclu- 
sive” sales point for every Keepsake 
Jeweler — guaranteed in writing. 


PROVEN SALEABILITY — built by 
consistent national advertising, per- 
fect quality, smart styling, protection 
against loss, exchange privilege and 
Good Housekeeping Seal. 


A. H. POND CO., INC. — SYRACUSE 2, N. Y. 
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HAPPY HOLIDAY HELPERS 
(othey timely displays, pages 78-83 ) 


Designed especially for the holiday gift business, this 
Craftsman Christmas tree display (below, right) will lend 
a festive air to your store decorations. It is available 
free with assortment No. 3500 consisting of 12 individu- 
ally gift-boxed billfolds (seven men’s and five women’s) 


which retail at $5 each. 


Glassware with Christmas tree pattern (below, left) and 
a full line of dinnerware with the same pattern, are fea- 
tured on glossy photographs, statement inserts and news- 
paper mats available to the retailer from Bertson House 
Ltd., 212 Fifth Ave., New York. 


Mats for personalized use in newspaper advertising are 
available in a variety of sizes and feature Fiancee inter- 
locking diamond ring sets (below, center). Store name 
and prices can be inserted by the jeweler himself. From 
Goldstein Gerson Co., Inc., 130 W. 46th St., New York. 
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‘ THIS CHRISTMAS * 
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. 
“Jolly” is this reindeer on Taylor’s easel-backed counter 
card which tells customers, “This is the place to buy 
unusual Christmas gifts,” and ties in with a full-color, 
full-page ad in the Nov. 29 issue of Saturday Evening 
Post. Card is free from Taylor Instrument Co., Roches- 


ter, N. Y. 
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It’s not only the gift that counts in the mind 








of the one who receives it but also where the gift 
comes from. 

Klein & Son, jewelers of Montgomery, Ala., 
capitalized on this often neglected truth last 
Christmas time. 

In two of their windows they placed blow-ups 
of a photo which their own photography depart- 
ment had made. It showed a Christmas table 
scene. On a white cloth stood a sterling candle- 
stick. Behind it was a Christmas tree and in 
front of it an opened Klein gift box with a pearl 
necklace spilling out. Underneath was the legend: 
“The First Thrill of the Gift—It’s from Klein’s!” 

Typical gifts for the whole family were scat- 
tered around the window, each accompanied by a 
Klein gift box as though waiting to be wrapped. 

Results, the store reports, were excellent. One 
sure indication that the photographic display did 
a good job was the sharp spurt in requests for 
gift packaging during the Christmas season. 
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ly Presents 


Proud 
S Outstandin g 


The W orld’ 


TAKASHIMA 
Cultured Pearl 


Necklace® 


QUEEN OF BURMA 
Cal Cream color 
from 10 to 15 MM 
39 pieces , 
Weight: 2001 ers- 
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RELL! CORP. 


Importers 
New York 22, a. * Telephone MUrra 
Chicago Los Angeles ° Tokyo 


yH }] 8-064 as 


Fifth Avenue, 


665 


ra 
Pa 
EMPRESS OF BURMA 


White Rose in color 
9%, MM to 14MM 

41 pieces 

Weight: 1,600.50 eF>- 





Between you and the sale of a diamond 


by Gladys Babson Hannaford 











Help folks see your diamonds 
Put ’em where they show. 
Little seeds of wishfulness 
Into sales can grow. 


vercoming threshold resistance 


© \ NEIGHBOR OF VIINI Was showing me some new 
draperies she had just made. Those she had before were 
lovely. too, so | asked her why she had decided to get 
new ones at this particular time. 


She laughed and said. “Blame it on a rainy day.” She 
explained that she had heen in the city an hour early 
for a luncheon engagement and it had started to rain. 
Like many women under similar circumstances. she 
went into the nearest department store. In the course of 
her wanderings, the drapery material. attractively dis- 
plaved. caught her eve. The desire was born. A week 
later she went back with the necessary measurements 
and the sale was made. 

Later. the thought occurred to me that it is too bad 
that women (men. too) don't feel that a jewelry store 
is good refuge on a rainy day or an exciting place to 
“kill an hour.” [| wonder how many more diamonds 
would be sold if the desire had a chance to be born 
under such leisurely circumstances. 

It doesnt happen. though. With few exceptions. 
jewelers more than other retailers suffer from a malady 
that might be called “threshold resistance.” Most people 
enter a jewelry store with a definite object in mind and 
never think of it as a wonderful place to browse. Even 
those who come in, perhaps to buy a gift, rarely look 
beyond where they are buying. Least often, unhappily. 
do they browse among the diamonds. 

Watch your customers who come in for some small 
repair job. When the job is finished, they will follow 
the shortest line to the door with a “mission accom- 
plished” attitude, rarely looking to right or left. although 
the looking should give them pleasure. At a jeweler’s, 
they dont feel free to stop and look where they don’t 


intend to buy, and vet, to buy they must have the desire 
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that comes first through seeing something they want. 

The jewelers problem is two-fold. First. the store 
does not have nearly enough casual traflic. Second, those 
who do come in rarely pause at the diamond depart- 
ment—the most profitable one in the store. 

Any legitimate, honest promotion or sale that brings 
people into your store is ood. An exhibition of the 
unusual in any department that creates freedom of look- 
ine is good, Contests that match the dignity of the mer- 
chandise you carry. such as table settings. are good. 
But think twice before using a “give-away” to create 
trafic. If you think so little of your merchandise that 
you hand it out freely, how can a customer think it is 
worth paying money for? 

\ny promotion should be planned to benefit the entire 
store. Your diamond department, at best isolated from 
other merchandise in the minds of your customers, mus! 
be tied in with everything you do. 

Every salesperson should be familiar with your dia- 
mond stock. Why not have each one select his favorite 
piece? There are many opportunities every day when 
the salesgirl in another department could walk with a 
customer to the diamond department and say: “I want 
you to see something lovely. You know. if I had the 
money. Id buy that.””. The salesman behind the counter, 
if he is free to join them, should have another favorite 
to show, preferably something tucked out of sight. The 
customer will start looking and maybe she will find a 
favorite piece herself. The minute she does that, the 
seed has been planted. It can take a year or more to 
mature. Some never will. But if you are able to get 
enough people to look at diamonds and enjoy the look- 
ing. even a small percentage of eventual sales will make 


your diamond profit picture look good. 


JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 1958 





DIAMONDS 
Emerald Cut 
and Marquise 


RUBIES» EMERALDS -STAR RUBIES 
SAPPHIRES + PEARLS: CAT'S EYES 


We have a large stock of Precious Stones, 
mounted and unmounted fgom which to make 
your selection. Let us cooperate with you on 
your special calls. 


We are always interested in putchasing estates — or 
jewels which your customers submit to you for sale. 


JEROME RICHHEIMER 


608 Filth Avenue New ¥ gek 20, N.Y. 


Phone Circle 5-5673 


Jean Sybe’s 

tapered 

lest 

bracelet watch 

by 
CHESTERFIELD 


ifelite lam ialy olia-1 ian 

imported 17 jewel Swiss : 
movement...domed flexible 
mesh...14 Karat gold. 
Attractively priced for 

fast turnover. 


W 508 Keystone $160.00 


CHESTERFIELD JEWELERS, INC 


ere , eget 
33 West 4pbth Street. New York 





CHRISTMAS IDEAS 


(from page 3p) 


the center of your store. Stock 
each table with 20 or 30 items 
to fit a particular gift bracket: 
infants, children, men and wo- 
men. 


16. Set aside a table for gifts 
for “the person who has every- 
thing.” 


17. Set up a gadget table of in- 
expensive items to appeal to the 
office and club gift buyer. 


IS. Select a list of 50 top busi- 
ness men. To each send a spe- 
cial delivery letter or Western 
Union telegram announcing a 
one-day special sale on ladies’ 
watches and suggesting them 
as ideal Christmas gifts. Be 
sure to send the announcement 
to his office or place of business. 


19. Hold a “Stag Night” during 
peak of gift-buying season. Dis- 
play a “For Men Only” sign out 
front, get a few pretty girls to 
models, have “help 
yourself” cigars and cigarettes 


serve as 


f SMART 

: NEW 

| FASHION 
Charm i las 
Pendant 


No. 280 $48.00 Doz. Key 


Fetching fashion with 
15” chain. Gift box. 1/20 
12K Gold-filled. 12 in 


go tte, 
J, (“-—~<t 
counter display > 


I TIE 
iT 


Comal AC 


No. 298 $48.00 Dozen Key 


Smart chain and bar style, 1/20 
12K Gold-filled. One dozen on 
plush display pad 


i 
; ( ) ah “e 
i, 
Nite. 3 


COPYRIGHT ADMARK, 1958 


No. 2/30 Button Earrings 
No. 2/38 Drop Style 
Lovely cluster design 1/20 12K Gold-filled. 


placed strategically around the 
store and serve refreshments. 


20. Hold a_ special Christmas 
drawing. Print entry coupons 
in your newspaper, which con- 
testants fill out with name and 
address and bring to the store. 
Kmphasize that there is noth- 
ing to buy to enter and the win- 
ner need not be present at time 
of drawing. One expensive or 
several moderate priced items 
may be offered as prizes. 


21. Place a Christmas tree in a 
prominent place in your window. 
Hang 25 tags with names se- 
lected from the telephone book 
or your mailing list from the 
branches of the tree. Give each 
person who discovers his name 
on the tree a $5 discount on any 
$10 purchase. 


22. Gather together your inven- 
tory odds and ends, gift-wra»n 
them and place them in a large 
decorated box near store en- 
trance. Suggested sign over 
box: “Grab Bag!—9$1_ each. 


$15.00 Key 
16.00 Key 


Order No. 254 “CYNTHIA” Bracelet. 


\ 42. o~ » i a ™ 
"= - fat xs > 


No. 281 7 Stones, 612” $10.50 Key 


Every package contains an item 
worth at least $2 at standard 
retail prices.” 


23. Organize some items into 
sets to increase sales. On the 
other hand, break up old, slow- 
moving sets; single pieces may 
sell better as individual gifts. 


24. Have a daily special, which 
everyone suggests to every Cus- 
tomer for increased sales. 


25. Feature gifts for Christmas 
brides. December now has as 
many marriages as May (8.4 
per cent of year’s total), so 
there’ll be showers aplenty in 
November and December, and 
many weddings shortly before 
and after Dec. 25. 


26. Place extra seats in your 
store for waiting customers and 
weary shoppers. 


27. Be ready to swing back into 
“business as usual’’ after the 
hectic holiday selling .. . be- 
cause ’59 looks fine. i 


America’s Most Complete Selection of Scarab Jewelry 


Superb designs, master-crafted with imported European Scarabs, 
priced for mass market selling! Promotion material avaiiable. 


No. 264 Circle Pin. .$11.00 Key 
Colorful charmer. 1/20 12K G.F. 


Ly) S 


No. 281X 8 Stones, 7'2"" $11.50 Key 


“Muti” Bracelet for ladies or little girls. 1/20 12K Yellow or White Gold-filled. 
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Originally established 1866 


Kahn: Jacobson, |nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 


and Telephone: CIrcle 5-4313 
7 : 32/34 Holborn Viaduct, London 
Jacobson Bros. Diamond Corp. Cable Address: “‘Redlace’’ New York 











MODERN DESIGN ... 


enhanced by the 1 rai Ry of cabachon jade 
in this 14K yellow gold ring. Also available 
in onyx and onyx with diamonds. #3047 


The jade used in this ring is beautifyl in 
appearance and low in cost, but it is 
artificially colored. Tests indicate that it 
will fade in strong sunlight or if heated. 
Normal cleaning materials or normal wear- 


ing conditions should not affect it. 


CHURCH & COMPANY Manufacturing Jewelers, 2 Garden Street, Newark 5, N. J. 


| 
© 
aN Trade mark registered in US. & Conada 





THE CLOCK MARKET: FALL AND CHRISTMAS 


hu John Bentia. President 


Alliance Manufacturing Co. 


Last month’s JC-K featured a “pe rson-fto-person 
report” on what jewelers can expect from the clock 
industry between now and the end of the year. T hie 
preside yts of seve ral clock-manufacturing COMPANIES 
told thew plan S and polteve s The following statement 
Edit 7 


de S(') hes thie Ne ‘STONS program. 


The trend in the clock industry over the past 
vear has been toward more elegant and decora- 
tive timepieces. The consumer is discovering that 
a clock is not only a functional item, but with 
proper design, a highly desirable accessory which 
keynotes the decor of any room. 

With this in mind, Mac Tornquist, Sessions 
stylist, has designed 15 different models of highly 
styled decorator clocks ranging in price from 
$12.95 to $85. Included in this line are cordless 
electric clocks, which are the Signature, an exact 
reproduction of grandfather’s pocket watch, the 
Geometry, a modern sunburst design, and the 


Cosmos, fashioned with the contemporary concept 
in mind. 

Since the retail jeweler sells a large portion of 
the decorator type clocks, he figures prominently 
into the Alliance-Sessions scheme of things. We 





John Bentia, president 
Alliance Manufacturing Co. 


, 


. decorator clocks ... from $12.95 to $85. 





have scheduled a fall promotion which will aid 
him in his efforts to sell more decorator clocks 


(Advertisement) 


Who says you can’t plate Gold Alloys .002” thick? 


NEW 20-MICRON GOLD PLATING PROCESS MAKES WATCH CASES 
WEAR BETTER—LAST LONGER—COST LESS! 


. . . Available in the U. S. for the first time! 


Here's welcome news for American 
watch and watch case manutacturers and 
importers The EXUDOR Process, a 
time-tested plating process, formerly 
available only in finished pieces imported 


hrst time in the United States. This spe- 
cilally-patented plating formula will suc- 
cessfully plate ISK Gold alloys greater 
than .0O1 thick. No more waste, no more 


you can plate gold alloys as thick as you 


COHAN-EPNER’S EXUDOR Process 
produces plated pieces with an extremely, 
hard, smooth bright gold finish in thick- 
attainable in alloyed 
deposits. Gold plated 
trom Europe, is available now, for the now be better—more 


nesses never before 


durable than ever 
before. Exploiting a common plating phe- 
nomenon, the EXUDOR PROCESS l\eaves 
the greatest deposit of Gold alloy at the 
corners, edges and other high-wear sur- 
fussing with other costly processes! Now faces. This eliminates 


THE EXUDOR PROCESS MAKES YOUR 
PRODUCTS MORE SALABLE! 
Using this amazing, economical’ gold 
plating process, you can get the very 
same I8K gold-plated watch case—with 
the same beauty, wear and durability 
qualities as alternate gold processes ! 
KU T—vyou have fewer delivery problems 
—no waste—and lower cost per unit! No 
wonder two of the biggest watch and 
watch case manufacturers in the world 


watch cases will 


a common fault 


desire This process is available exclu- 
sively in the U. 8. through Cohan-Epner 
Co., Inc., in New York 


WHAT THE EXUDOR PROCESS 
MEANS TO YOU IN $$$ AND ¢c¢¢! 
For more than 9 years, the EXUDOR 
Process has been used successfully for 
20-Micron gold plating for watch case 
manutacturers who could afttord the de 
lay in deliveries and the high cost of tm- 
porting finished pieces from Europe. Now 
that the process is available here in New 
York, manutacturers need not suffer de- 
laved deliveries and exorbitant importing 
duties—and more manufacturers may 
take advantage of the tremendous benefits 
the Process offers There is no doubt that 
the entire U. S. watch case industry will 

penefit 
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found in other gold processes. 


SOLVES PROBLEM OF ROUGH, SPLIT 
EDGES AND INCOMPLETE COVERAGE 
No more rough edges or wasted pieces 
when stamping bruises precious metals! 
The newly-introduced EXUDOR Process 
will completely sheathe any watch case 
solves the problems of incomplete 
coverage always found with rolled gold 
edges! Imagine the savings with water- 
proof cases alone! 
Every plated piece emerges from the bath 
requiring only the lightest ‘coloring’ op- 
eration to bring it to a brilliant finish. 
And the “coloring” can be controlled to 
give vou a pink, green or yellow finish! 
No more high gold losses from polishing 
operations so necessary with other gold 
products. 


have altered their operations to include 
the EXUDOR Process. 

Now vou can manufacture your products 
in brass and save the cost of precious 
metals. If you are a manufacturer of 
inexpensive watch cases, just imagine the 
new opportunities open to you! Using 
this special Process, you can produce a 
better, more desirable product—sell it at 
a higher price—and add to your profits! 
The investment? Just a few pennies per 
watch case! 

If there is any additional information you 
desire about the EXUDOR PROCESS, we 
invite requests for samples or sample runs. 
Please write—on your  letterhead—to: 


COHAN «° EPNER CO. 


INCORPORATED 
142 W. 14th Street, New York 11, N. Y. 


No representative will call unless desired. 


VELERS' CIRCULAR-KEYSTOP 





than ever. This promotion includes displays and 
advertising. 

We have also been striving to make Sessions 
quality the finest in the industry. To tie in with 
this, we have a network of 61 authorized Sessions 
service stations throughout the country offering 
quick and efficient service for .all Sessions prod- 
ucts. 

In summation, I would like to say we are doing 
all we possibly can for the retail jeweler to pro- 
vide him with the necessary sales aids and prod- 
ucts to make this season a profitable one for him. 


Slide-out panel helps display baby gifts 


It was a tedious and time-consuming job at the 
Elliott Jewelry Co., in Biloxi, Miss., to dress their 
babyware display. 

First they used a large case with glass shelves. 
Then they tried a regulation pegboard panel in 
the case. But even then they had to mount the 
items one at a time in very narrow working space. 

Why not, asked Jeweler Elliott, install a re- 
movable tray that could be trimmed horizontally 
and then, when ready, simply inserted into the 
cabinet? 

And that’s the way the problem was resolved. 


As shown in the picture, the infants’-gift wall 
case is now almost completely filled by a large 
panel which is actually a tray. 

It is a simple matter to slip it out, lay it flat 
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on the counter top, change the signs and the 
color of the background cloth and fasten the mer- 
chandise in place. Naturally nothing falls out 
and it’s easy to try different arrangements and 
come up with something attractive. 

The very simplicity of the method invites more 
frequent changes of the displays since only a frac- 
tion of the former time is required and employees 
are better disposed toward tackling the job. 


Out of this World lS Gn Ring 
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STYLE AND QUALITY 


This will be your reaction 

to the unusual beauty of 
the synthetic STAR SAPPHIRE 
as complimented by expert 
STAR craftsmanship 


See for yourself... 
at your wholesaler. 


MEMBER . RING GUILD OF AMERICA. IN 


MANUFACTURING 
COMPANY, INC. 


MAKERS OF FINE RINGS SINCE...1919 


887 MAIN ST. 


BUFFALO 3, N.Y. 





VWANAGER’S QUALITIES (continued from page 106) 


evening. On Thursday, I wrote to Bill asking him 
to look for our ad, and to let us know if he wanted 
samples of the watches. 

Monday morning he arrived at the store to get 
100 watches. He grabbed our 10-cent movie idea, 
made up his own advertising copy, and with an 
outlay of only $15, beat our first-day sales record 
of 45 watches and chains with knives or charms 
What’s more, his sales topped ours during the 


following week. 


He “cased” customers 

To get a line on his market for these watches, 
Bill, his wife and daughter went to the local 
movie house where beauty queens were being 
chosen for a Blossom Parade. They got good 
seats, in the center of the theater, and kept their 
eves peeled for men wearing the watch-plus item. 
They didn’t see even one! 

So, Bill knew that his selling so far hadn’t even 
scratched the surface of his hometown market. 
And he really went to work with advertisements, 
window displays, word-of-mouth. He sold hun- 
dreds of watches; and, pepped up by his remark- 
able suecess, we redoubled our selling efforts with 
the result that our Chicago store’s sales exceeded 


ALL JEWELRY 
SHOWN IN ACTUAL SIZI 


all expectations. Mr. Armbruster used our ad in 
Detroit and other cities; and, in a short time, the 
Illinois Watch Co. had moved its entire 17,500 
watch inventory. 


Bill’s listening post 

Eventually we transferred Bill to a large store 
in another city, where his success—and alert- 
ness—continued apace. He always had more 
Christmas lay-aways than any other store man- 
ager. We couldn’t figure out why; so I visited his 
store and asked him point-blank. Bill suggested 
that I remain at the store for the evening. At 
closing time, he said, he would let me in on the 
secret. 

After dark, he went to the rear of the store 
and brought back a mattress, a pillow and a 
blanket. These he carried to the opening in the 
center of the main show window. Then he opened 
the transom and we made ourselves comfortable 
on the mattress. 

Soon sidewalk shoppers began to stop out front 
and look at the jewelry in the well-stocked, well- 
lighted window, and we could hear what they 
said. Bill took notes on each comment about the 
articles on display; and he paid close attention to 
what was said about similar goods they’d seen in 
windows of other jewelry stores. For example, 
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#34 — $65 





FOR ACTION! 


From ARTCRAFT — Stunning tur- e NECKLACES 
quoise in lavish 14K gold settings. e EARRINGS 
Truly amazing values plus a e BRACELETS 
dynamic sales program for quick e BROACHES 
and generous profits, with full e CHARMS 
protection. For unusual offer and an) 2 
details of store-to-customer pro- 


motion including exquisite counter 
piece, mail coupon at once. 


ARLCRART 


#C39 — $30 





#C7 — $18 


ARTCRAFT JEWELRY CO., ; : 
Dept. K-11, 1 W. 47th St., New York 36, N.Y. oe 
Rush particulars about new Artcraft Turquoise ane ‘ond 
your Franchised Sales Program for Retailers. 
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Pred ous Sin es 








Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes . .. 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design . . . 


VAY ELA VALE ALLL: 
Formerly Robinson & Sverdlik 

610 FIFTH AVENUE, Rockefeller Center 
New York 20, New York 


Over 35 Years of Service to Leading Jewelers 














32nd Degree 


SCOTTISH RITE 
CONSISTORY RINGS 


Heavy. handsome, authentic- 
ally designed rings in 14K 
yellow gold with hand chased 
white gold eagles. The rings 
illustrated are only a small 


part of our large selection. 





Wrerreriine leery & co. Tne Enllmatic Fe 


MEenmeeER AMERICAN GEM eocrtery 8 ROSE STREET, NEWARK &B&, N. J. 
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| MANAGER’S QUALITIES (continued from page 122) 


one woman remarked that she’d seen more attrac- 
tive ruby rings for less money in another store 
window; her male companion praised a fine dis- 
play of diamond rings in a store window a few 
blocks away. . 

Next day, Bill translated his notes into revised 
window displays. His “mattress listening post” 
told him what the public was talking about and 
helped him show merchandise that increased 
Christmas lay-aways and other sales. He used it 
several times a week, during the holiday shopping 
season—until 11 p.m. when he turned off the 
lights and went home. 


The importance of appearance 

From our experience with Bill, you can see why 
we look for managers who are watchful, wide- 
awake, enterprising. Naturally, though, other 
See your wholesaler today and join the important qualities must be there, too. Once we 
thousands of retailers already profiting feel sure of alertness in a candidate we are ready 
from this terrific seller. to go into his background and history, his family, 
associates, the organizations to which he belongs. 
y | We inquire into his current activities, close 
Fiance Goidstein-Gerson hg: Aesee friends, hobbies; and—second in importance only 
W/A PV ibe of ahias to alertness—we want to know why he is at- 

tracted to the jewelry business. 

It goes without saying that we don’t even con- 
sider an applicant unless he radiates physical 
and mental cleanliness and has a pleasant ap- 
pearance and _ personality. Only after we're 
satisfied about these external qualities do we start 


iS i K O ad C O digging for the vital internal nuggets that make 
a 


for success in the jewelry business. Hea 


130 WEST 46th ST. © NEW YORK 36, N. Y. 





INTERSTATE DIAMOND CORP. 


WATCH FASHIONS (continued from page 77) 


the future’; but they are most certainly going 
in that direction. 

Among the exciting new styles for women is 
DIAMONDS one with an elliptical case that closely resembles 
a flying saucer. Another looks like a purse that 
pockets the time; still another is fan shaped, 
fashioned that way solely for the sake of sym- 
metrical beauty. 


IN ALL QUALITIES AND SIZES 





Old and new combine 

The very newness of some of the other coming 
contours strongly reflects things past. (The same 
thing is true of apparel.) For example, the basic 
oval shape, so very reminiscent of the Twenties, 


‘ Ymporlers éx Wa nufa clurers 





is enjoying a renaissance. The diamond shape, 
studded with brilliants, is another glance back- 
630 FIFTH AVENUE NEW YORK 20, N. Y. ward. 

Circle 6-5461-3 But all of these shapes, though they may be 
inspired by the old, boast a twist that stamps the 
watch as new. Here the similarity to new ready- 
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to-wear fashions is startling. The Empire line 
may be nostalgic, but it has a buoyancy that is 
unmistakably 1958. The 1920 hemlines may re- 
mind old-timers of Clara Bow; but with the style 
refinements, they are obviously current vintage. 

This marriage of the old and the new is ap- 
parent in men’s watches, too. Thin-cased pocket 
watches are now worn in the handerchief pocket, 
attached by a chain to the lapel button-hole, a 
fashion of grandpa’s day. 

Men’s apparel shows the same trend toward 
combining the old and the new. There’s a return 
to the Twenties in fur-lined coats, shaped suits, 
tapered sleeves for next year; but the over-all 
silhouette is still Ivy League: conservative, three- 
button—slim as the wafer waterproofs. 


High-priced lines moving 

It’s predicted that women, this Christmas, will 
buy more diamond watches than ever before. The 
lines have been open-ended. The most conserva- 
tive quality-makers have 
models which they report are moving beyond ex- 
pectations. The high-priced lines have traded up, 
and are introducing exquisitely and extravagantly 
jeweled bracelet watches that move the timepiece 
into the category of precious jewels. Frequently 


added lower-priced 


colored gems as well as diamonds are used. 

There are more bracelet watches than there 
have been since the Forties. Most interesting 
is the use of multiple-colored stones for attach- 
ments, a style that doubtless has been influenced 
by Italian craftsmen. The new styles have a one- 
piece look, with the bracelet especially flexible. 

One “latest” fashion has a shaped bracelet with 
the watch case suspended apart from the encir- 
cling band. 

There’s a trend toward larger watches. You 
notice it in the ladies’ self-winds and in other 
Wrap-around crystals broaden the 
of the watch and ease readability. 


styles. face 


More-legible dials popular 


The more legible dial is high up on the priority 
list in new men’s watches, too. Self-winds and 
electric watches have uncluttered Some- 
times fancy touches create interest in the other- 
wise clean face. more massive; 
diamond stick dials more elegant; colored faces 
fresher. 

And there’s more to the new watches than just 
their attractive appearance. Great strides have 
been taken in performance. Waterproofs are un- 
believably thin and accurate. There’s a jeweling 
up, With the jewels really working to improve the 
durability and performance of the movement. 

There’s plenty new to talk about, when you 
show customers the new timepieces for Fall and 
Christmas ‘58. Bas 


faces. 


Bracelets are 


fine 
14-kt. gold 


jewelry 


clips 
ear clips 
bracelets 
etc. 


exclusive 
patented 
ear-clip 


backs 


superb 
craftsman- 
ship 


inquiries 
invited 


Preformed Parts, tne. 
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FACTORY AND OFFICE 
520 Bedford Road & 


Pleasantville, N. Y 


N.Y. SALES OFFICE 
515 Madison Ave 
New York 22, N. Y. 
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Proitestamt RELIGIOUS SYMBOLS 


gVT ... Nationally advertised in 10 leading Protestant 
denominational magazines. Over 2,500,000 readers 
will see these Hayward ‘‘originals” this Fall. 


Ask your wholesaler to show you the most popular 
religious items of the year — Profit makers for you. 
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EVANGELICAL 
METHODIST PRESBYTERIAN UNITED 











BRETHREN 
WALTER E. HAYWARD CO., INC., ATTLEBORO, MASS 








SAMPLES ON REQUEST 
... A BETTER TAG 
FOR LESS MONEY! 


PRICE TAGS 
$379 50-1000 


WITH SCRIBER 
e Easy to attach! 
e Once on — stays on! 
e Scribes quickly — legibly! 
WRITE DEPT. J 


po wcmeR, 


CORPORATION 


43 SOUTH FIRST STREET FULTON, NEW YORK 





Distinctive 4 


Gites 


Exquisite hostess 

gift for Summer 

visitors. Elegantly 

graceful, distinctively 
different, 13” long in 

silver plate, it is excellent 
for serving punch or soup in 
a gracious manner. $10.00 


#9025 Georgian Ladle 


Attractively 
boxed. Pacific 
Cloth bags 


250 W. Broadway, N.Y.13, Showroom, 225 Fifth Ave., N.Y. 








ORIGINAL OF YOUR 
807% CUSTOMERS 
HAVE OLD WATCHES! 


GUIDE THEM TO AN “ORIGINAL” 


TREASURE DOME ::2' 


® NATIONALLY ADVERTISED © PROVEN SALES 
Everlasting, break-resistant crystal clear 
dome with base in choice of ebony, ma- 
hogany or blonde polished hardwood. 
Makes sentiment practical ...an heirloom 
watch becomes a useful, modern timepiece. 
(Bring old watches out of hiding... cre- 


ate extra repair jobs.) 
AVAILABLE AT YOUR JOBBERS OR SUPPLY House 4-00 


BEATTY MFG. CO., 7424 Santa Monica Bivd., Hollywood 46, Calif. KEYSTONE 


PAT. { 
PEND. 
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TOURMALINE (continued from page 102) 


Diego County made beautiful specimens; many 
were sent to China for carving (Figure 3). 

About the same time, or a little later, the 
French began to get some enormous crystals from 
Madagascar, from which 100-carat stones have 
been cut. These were also largely of the rubellite 
family, and less likely to be filled with flaws than 
some of those from California. Their color, how- 
ever, is commonly less attractive, inclining toward 
the brown and purplish reds of Maine. True ruby 
reds are unusual. 

Apparently the Madagascar deposits were not 
intelligently exploited. There are indications that 
the “mining” was little more than scraping up 
crystals that lay on or near the surface. The more 
intensive private enterprise development of the 
Brazilian dikes soon overshadowed the Madagas- 
car output and dominated the market. Brazilian 
green tourmalines are likely to be very dark, with 
really black ends. Clean stones are easily obtained 
at a very moderaie price. When they’re too large, 
though, they become black. 

srazilian rubellite, though, is apt to be flawed, 
but often has a finer ruby-red color than those 
of other current sources. Small, clean pink stones 
come from Brazil—brilliant and most attractive 
ones. Light greens, reminiscent of the old Mt. 
Mica stones but not so well cut, are occasionally 
available; but theyre more likely to be flawed 
than the deeply colored stones. Blues too, from 
light to dark, are common, at prices comparable 
to the greens. Lighter and brighter stones are 
more costly than the darker ones. Ruby reds are 
more expensive than violet reds and pinks. An 
occasional two-color stone will be found, as well 
as single and two-color catseyes. 

Africa, too, has been a periodic source of tour- 
maline. Southwest Africa yields’ blue-green, 
rather brilliant and distinctive stone; little or no 
rubellite. In recent years Mozambique has been 
the source of some large rubellite crystals with 
good gemmy cores which cut orange-red stones of 
reasonable cleanliness and good size. 


Colors changed by irradiation 

The origin of the colors of tourmaline has 
stimulated research and discussion. The con- 
census at present is that the change from green 
to colorless, or to red comes from fluctuations in 
the delicate balance of elemental impurities. How- 
ever, recent experiments with irradiation have 
made “rubellite’ of colorless or white tourmaline, 
and have darkened pale pink stones. This sug- 
gests that the picture may be complicated by nat- 
ural irradiation resulting from an association of 
the crystals with radioactive elements in the 
rocks. 

Tourmaline wears well, has a hardness in the 
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quartz range and lacks an easy cleavage. Its re- 


fractive index is fairly high—around 1.63. With MAKE MORE MONEY ON 


proper cutting it makes a brilliant gem; if it is 

light in color, it is also reasonably full of fire. WATCHES 
The cost is modest and the jeweler can sell it with _* S70) P 

confidence and enthusiasm despite its short- 


comings in the line of tradition. : Sold Direct to Jewelers 


While the synthetic spinel equivalent—the so- 


‘alled “‘synthetic tourmaline” (an improper term | ra Write for booklet — tells the 
ecause it is not ; “mali —_—o , "TP “inside story” of stopwatches. 
because It is not a tourmaline either chemically f . . cunceeenaammenee 
Shows what to look for in 
a timer. Complete, thorough, interesting. 
Must reading for users of stopwatches. 





Brand new Clebar catalog . . . 
illustrates and describes more 

thon a score of stopwatches and 
chronographs for every timing purpose. 
Write for your copy today! 


Stopwatch of Split-Second Accuracy 
— a a ee ee oe 7 


Kush Full information, catalog, wholesale price list 5 


and illustrated booklet. 
CLEBAR WATCH AGENCY-15 W. 44th St., N.Y. 36 j 





State— 











and ° 
SILVER POLISH 


Fig. 3. Pala, Calif., rubellite, carved in China into a snuff 


bottle—common fate of flawed pink crystals. y _ = Cilve IP 
~~ | yy | 

or physically)—is only green, the jeweler can ; res > vi » Touch 
provide genuine tourmalines in any desired color. ae . 
Of course, better stick to standard hues to avoid 
contusion. 

As to legends, beliefs, and mystic powers-——the 
Ist Century Roman author Pliny had a few things | | 
to say, presuming the stones he mentions were eeu eel, . ead of 
tourmalines. Unwisely, he doubts tales from (6 ; ots a, yiquil 
Diocles and Theophrastus that “tourmaline will oe .* 
attract bits of straw and leaves as well as thin | Easiest-to-use polish ever! 


Remarkably fast-acting! 


plates of brass and iron.” He goes on to say: Cleans and polishes in one operation. 
. Does 3 better job in half the time. 


“.. nor do I believe that in our time any man | Amazingly economicai! A littie goes a 
: . ~s 3 > long, long way! 
has seen a precious stone of that name. As to Poe Cannot evaporate! 
hat to weittes ? dicing artueae at . : J —s« ®«— Cannot spill! 
W hat is written of the medicinal virtues of Lyn FMS Leaves absolutely Wo FILM: 
curium, I believe them to be fables. These include . a © Cannot cake or harden in crevices! 
a ‘ , ; a @ Pieasantly scented! Women ilove it! 
that if given in drink, it evacuates bladder stones, 
‘an . . . . . 5 . . . ‘ x retail 
if drunk in wine it quickly cures a jaundice or if EXTRA VOLUME... EXTRA PROFITS FOR You! 3169 
even carried upon one it will do the trick. But sere istne product your customers are waiting for! Her tter, new silv 
enough of such fantastic dreams.” Amen! © oe) jarveious, so tara She en, 





past? 
as! 





$11.50 doz. 

Got an education problem in your store this Christmas? #2 to S do: 
Help train each new employee with “Fitting into the Sell- 
ing Picture,’ 50¢ a copy from JC-K, 56th and Chestnut 
Sts., Philadelphia, Pa. Sales paenneennetieen. 366 Fifth re N. Y. 1 Phone LOngacre 4-5912 


Glenwood Products Corp. a for larger aus 
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HER 
MIND 
Nall 

HER 

rUIURE 


She's looking ahead to the day when 
she has her own home .. . shopping 
now for the future! And she’s just 
one of America’s 8,500,000 young 
women under 20 in the U.S. today,— 


collecting hope chest items now! ° 


Be certain she sees your brand in 
the one magazine that turns millions 
of teen-age girls into life-long 
customers — month after month — 


seventee 


4866 MADISON AVENUE. NEW YORK 22. NEW YORK 


CLOSING DATES: JANUARY —4 COLOR, 10/20; JANUARY —2 COLOR, 11/5; JANUARY — B&W, 11/10. NO PLATES REQUIRED! 
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They're New... 


Modern version of grandfather clock is 
wrought in oil rubbed teak, has brass legs, 
olive green velvet tufted panel. Retail, $295. 
From Howard Miller Clock Co., Zeeland, 
Mich.; distributed by Richards Morgenthau, 
225 Fifth Ave., New York. 


“Seascape” is one of two new patterns in 
Reed & Barton’s “Studio Stainless” line. Avail- 
able in starter set with storage tray at $24.95 
retail. From Reed & Barton Silversmiths. 
Taunton, Mass. 


“Everlight” features rechargeable flashlight 
set above the “12” powered by an accumulator 
in the back of the case. With 20-micron gold 
filled case, $79.50 retail. From Robot Time, 
Inc., 580 Fifth Ave., New York. 
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A bold new merchandising concept in 
watch expansion bands — engineered 
by Apex Quadra-Flex. 

In 14K Gold Top and Back to satisfy 
those discriminating customers with 


a taste for luxury. 


APEX ACCESSORIES CO. INC. 
' GREENWICH. CONN. 





» Gentlemen: 
i Please send me the following bands in 14K Top and Back. 
— Quantity 4s] Rr] 3 Available Y & W_| 
a ac () Yec () , 
| i/l6e CT) %41O) 
VW, tube only 





+ 4+ + 
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| Also send catalog showing complete line 
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' Order By 
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m LAST! 
pOIN 


O .s 
"HER crepe 
only $ | 00 


H CROWS 


TAGS 
PLASTIC 
IN ALL COLORS 
PARCHMENT 


OV Mma dial 


mfd.by ARCH CROWN TAGS, INC. 
277 Halsey St., Newark 2, NJ. 
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Your wholesaler has 
hundreds of appeal- 
ing Fisher charms 
which you can make 
up into custom- 
made bracelets 
like this. 


TROPHY PROFITS THIS YEAR 
- Depend.entirely on the 
STRENGTH OF YOUR LINE! 


th 
*\ 


You reel in steady profits week-after-week 
when you stock and display Arlen Trophy 
lines. For the largest selections — with the 
most value—Arlen is your best source 
of supply. 
Arlen general line features Intaid Walnut Woods, 
Genuine Onyx and a wide selection of economical 
TT individual awards. 
[ieee s For real “Bulk buying,’’ 


values ask about Arilen’s 
Super-Specials on catalog 


~ 
> \) trophies at reduced prices, 
’ Stock these moneymakers 
i now' 
\ ! ; 


Write for 1958 Color Spec- 
tacular Catalog, Prices, 


Imprint Plan 
sta 5838C-A/2 241” $30 











50 GO T 
ARLEN TROPHY CO., ING. 2.22." 
WORLD'S LARGEST SELECTION OF TROPHIES AND AWARDS... 
F'rom A Sport ‘‘Oscar” to a Championship Trophy 








T hey’re New... 


Sunbeam’s automatic griddle is completely 
immersible in water with interchangeable 
heat control unit removed. Triangular-shaped 
heating element gives even heat distribution. 
Vented metal cover available. 
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14K gold calendar charm has a jewel set 
at that “very special date.”” The month, dates 
and stone are interchangeable without use of 
special tools. From Vogue Originals, Ine., 7 
W. 45th St., New York. 


One of a new line of 14K diamond add-on 
pendants. In 15 styles from $15 to $25 retail. 
From Henry H. Harteveldt Co., 630 Fifth 


Ave., New York. 


Flex-Let “Coronado” comes in gold filled or 
stainless steel, with curved or straight ends. 
Gold filled, $9.95 F.T.I. ($5.70 Keystone) ; 
stainless steel, $5.95 retail ($4.80 Keystone). 
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This display cabinet is available in Al \ )/] 
Wy 


Walnut or Natural Blond finish. { B 
4) 


* 


It offers a completely clear view of fs 
your Elgin American products, | iy Vy 

well protected, yet within easy reach , | 
ELGIN ANT HIDAN 


as shown on the sketch below. 
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ELGIN, ILLINOIS. 











CASH for Your 


Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, new or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 


able. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 

Reference: Dun and Bradstreet 


The First National Bank of Memphis 


Julians Goodman 
& Son 
Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 























Youll sell moe 4 . 
gixt (LOMA wits g 
“Quick Service’ Monogramming 


Christmas Cards 
Writing Papers 
Fountain Pens 
Playing Cards 
Leather Goods 


‘ag,’ 
a, fay Ze 


Write for 
details 
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You can RENT a Kingsley 
Machine for only 21c a day! 


KINGSLEY MACHINES 


850 Cahuenga Boulevard, Hollywood 38, California 
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They’re New .. . They’re 


(also see pages 42-45) 


Girard Perregaux “Panorama” has 17 jew- 
els, 18K gold hour markers, self-winding, 
waterproof movement, two-tone dial. In 
choice of strap and dial color, $100 F.T.L. 
Jean R. Graef, Inc., 610 Fifth Ave., New York. 
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Man’s acceptance ring with engraving, 
“Love Conquers All,” inside shank, is one of 
new line of synthetic star sapphire and syn- 
thetic star ruby rings with diamonds retailing 
from $50. From Feature Ring Co., Inc., 130 W. 
16th St., New York. 


Twenty-fifth anniversary of “Atmos” clock 
is celebrated with new square-faced Heritage 
model. Operated solely by variations in the 
temperature, it retails for $125 plus tax. From 
Vacheron & Constantin-LeCoultre division of 
Longines-Wittnauer Watch Co. 
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J-B’s “Diamond Jim” has _ full-expansion 
“Multi-Size” construction. In yellow’ gold 
filled $6.95 F.T.I. ($6 Keystone); in stainless 
steel, $4.95 F.T.I. ($4.80 Keystone). Through 
your wholesaler from Jacoby-Bender, Ince., 
W oodside, N. Y. 


b> 
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One of a new line of pendants, combining 
carved jade and 14K yellow gold. $30 Key- 
stone. From Alberts & Son, 85 Chestnut St., 
Newark, N. J 


For the discriminating handy-man, tools In 
chrome and gold plate retail from $4.95 each. 
Zipper kit with foam rubber lining available. 
Irom Consolidated Tool Co., Los Angeles. 


“Brigida”’ self-winder is smaller than a 
dime, has Florentine-engraved 14K _ gold 
bracelet. In white or yellow gold, $360 F.T.1. 
From Mido Watch Co. of America, Ine., 580 
rifth Ave., New York. 
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PHOTO CHARMS 


14K GOLD FRAMES 


with indestructible metal 
reproductions 


SS $22.00 


Unconditionally Guaranteed to last forever 
A permanent portrait framed in 14K gold 


Send for FREE Photo-Charm Counter-Card and Brochure 
PHOTO SCULPTURE, INC. 


Division of 


HONORA JEWELRY CO. 
42 West 48th St. New York 36, N. Y. 











patetin crafted . . . Swiss precision engineered 
. ‘watches, superbly styled .. . the ultimate in 


eal and dependability. 


The 
dealer 
who 
knows 
Quality 
says It’s 


cCERIAM 


SWISS PRECISION WATCHES 


“i. g | 


J. HUNSPERGER & COMPANY 


Me ee: CHAUX- DE-FONDS ® SWITZERLAND 
(Available through your watch distributor) 








HERE’S 


14 O.\Y8 53 ad Dp ar 
SPECIAL OFFER 
OF 


> ndanty 


TODAY’S FASTEST 
; MOVING DIAMOND ITEM 


MTU) e-taemel ellie m-tt-lelacclemelr-laslelalem-lare 
Rosé cultured pearl pendants, each set 
in 14k. White Gold complete with 14k. 
chain... Yes, your complete quality 
elF-[aalelalem elctecer-]al@e(-10)-1adntl ste) tae 
luxuriously finished, Limed-Oak 
window display tray. A 
sensational quality 
value! 


Write today. We'll have your Kimberly salesman call on you. 


KIMBERLY 


Ors cot Orosector-beh (An hetem 


62 W. 47th St. New York 36, N. Y. 
JUdson 2-4794-5-6 











They're New. . . They’re 


Barel Bridal set (No. T133 and TL133) has 
tapered design with a three-diamond, raised 
center panel. Floral pattern is hand engraved 
on side panels. In 14K yellow or white gold, 
from Bridal Ring Co., 87 Nassau St., New 
York. 


Bulova’s “Goddess of Time” has 17 jewels, 
lifetime unbreakable mainspring, matching 
expansion bracelet. $59.50 retail. From Bulova 


Watch Co., Inc., 630 Fifth Ave., New York. 


Men’s travel case comes with tie bar and 
cuff link set. Case is of black leatherette with 
replica gold hammered nail design, has red vel- 
vet lining with separate sections for jewelry. 
Retail, $5.95. From Foster Metal Products, 
Attleboro, Mass. 
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UAT late dy uy ts 

“Fleur de lis,” from new line of pendants 
by Goldstein-Gerson, 126 W. 46th St., New 
York. This one has a diamond and cultured 
pearl set in 14K gold. Series covers wide price 
and style range. 
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“On the scorching beach, in the muggy city 
or the humid jungle, on the frigid mountain- 
top or in the ocean’s depths,” Eterna claims 
that the “KonTiki” waterproof automatic- 
winder performs with “unfailing accuracy.” 
From Eterna Watch Co. of America Inc., 677 


Fifth Ave., New York. 


A swirl of baguettes on platinum contoured 
for the ear. Retailing for about $3,500. From 
Raymond Abrahams, 551 Fifth Ave., New 
York. 


Purse by Daniél of Paris has hand needle 
painted reproduction of the Louvre’s famous 
La Pavane. Antique white cowhide, imported 
English bronze frame and decorated with gold 
tooling, it retails for $10. From House of 
Nash, 316 Barrow St., Jersey City, N. J. 
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Be jure 
your class 


with an Orienta 
Cultured 
“Pearl of Wisdom 


A 200 A 209 15.00 up 


(Keystone) 
Selection of cultured pearl pendants will be 
sent to rated firm upon request. 
Mat of above and display tray will be fur- 
nished free of charge with purchase of 12 
pendants. 


LEYS, CHRISTIE & CO., INC. 


65 Nossau St., New York 





THE COMPLETE LINE! 


The Lindley Line's bright white and 
Silver Supreme gift boxes, made ] Da 
of white leatherette embossed stock, 
are the ultimate in packaging with 
texture and richness unequalled in any SERVICE ON ALL 


other box... so easy to use... PLAIN BOXES! 
So easy to store! 


“Over Half a 
Century of Unsurpassed 


1748 W. 2nd Street, Marion, Indiana 


e de Quality and Service’ 
ZL A BOX & PAPER DIVISION 


FEDERAL PAPER BOARD CO INC 
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CELSA 1s here with the most astounding concepts in design and qual. 


ity in finer Sterling. Now you can sell customers what they need and 


want... prestige and tradition shaped to fit their modern lives, their 


new homes, then contemporary point olf view. it's a new concept 


and a prohtable one. Write tor booklet and wholesale information 


CELSA CORPORATION OF AMERICA, 1 EAST 57TH STREET, NEW YORK 22, N. Y. PLAZA 3-4890 


Some choice territones strll open ... write for details 








Lable-top 


“Cosmos,” “Stardust,” and “Interlude” 
are new patterns in sterling silver on crystal 
barware including highball and _ cocktail 
glasses, Martini mixer. By the Silver City 
Glass Co. of Meriden, Conn. 


This “French Provincial’ decoration on 
coupe shape in English bone china is done all 
in gold with gold edge line; 5-pe. setting re- 
tails for $21.95. From Doulton & Co., Ine. of 
New York. 


Christmas Tree pattern is hand-painted in 
gay holiday colors on Spode earthenware; 
plates retail at $5, $4 or $3 each; cup and 
saucer $5.25. Sold by Copeland & Thomp- 
son, Ine. of New York. 


fashions 


“Country Garden,” new decoration in 
melamine dinnerware, has tiny flowers in 
pink and blue on white, with blue cup and 
accessory pieces. From the Fostoria Glass 
Co. of Moundsville, W. Va. 


One from group of new stemware patterns 
made by the Orrefors factory in Sweden, this 
design shows a cut stem and deep mitre cut- 
ting in the bowl. From Fisher, Bruce & Co., 
Philadelphia. 


Free-form, 10!4” bowl is part of new gift- 
ware line in gold-like colored metal; will not 
tarnish or discolor; retail $16.50 tax-free. 
The line is made by the Gorham Co., Provi- 
dence, R. I. 
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“pea mite 


STERLING SILVER HOLLOWARE 


yNeo Toth dlolat- tam ol ge}ihe-mr-la-mm 2010] g— 
with Webster's stunning 
Tial—mmeo) mm 4g-Celhdrolat-tihvam ole) olelt-Us 


Sterling Silver Holloware. 


A wide variety of match- 
less designs, executed 

by master craftsmen, 

oe} a-s-1-1ah ame al-> etl il -te mmol er- tina’, 
Silverware guaranteed 

fom oro] ahVi-\\am a -leiele lair 4-16 
“value plus” to your 


customers. 


Invite the representative 
Tal 2e)0lamr-ta-t- On commsela dalle 


acquaint you with Webster. 





WEBSTER SILVERSMITHS 
North Attleboro, Mass. 


SALES OFFICES 


Haverhill, Mass. Chicago, Ill. 
New York City, N. Y. Dallas, Texas 
Spartanburg, S. C. Berkeley, Calif. 





BABY GOODS + DRESSERWARE * HOLLOWARE + NOVELTIES * TABLEWARE 








‘Table top 


, 


“Fontainebleau,” one of three new stem- 
ware designs in Stuart English crystal, with 
frosted stem and frosted cutting; goblet re- 
tails at $8. From Worcester Royal Porcelain 
Co., New York. 


From group of “Friar Tuck” accessories 
made by Goebel, Germany, are 11” decanter 
(left) retail $6; 914” cookie jar, retail $10. 
Distributed by the Ebeling & Reuss Co., 
Philadelphia. 


Simply-designed gift trays in sterling sil- 
ver are in three sizes—4” to retail for $5; 
5” for $7.50; 534.” for $10, Federal tax in- 
cluded. By the International Silver Co. of 
Meriden, Conn. 
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fashions 


Accessory group in new ribbed “Paralon”’ 
design in Grainware plastic with look of 
glass; pieces may be retailed from $2.50 to 
$30 each. Distributed by VanDow-Fenton, 
Inc., New York. 


Ps 


r}\ 


Pedestal compote is part of new line of 
wood gifts, finished in rich umber-tone; 7” 
tall, it retails at $9.95. Created by Kensing- 
ton Div. of Wear-Ever Aluminum, Inc., New 
Kensington, Pa. 


This is one of several contemporary de- 
signs in Finnish stainless steel flatware, the 
Scandia with fluted handles; 6-pe. setting, 


$5.75 retail. From Design Trends, Inc. of 
New York. 





Prize-winning window: This table-setting in Patterson’s 
“glass dining-room” was judged best window display in 
the ’57 Garden City, Kans., annual Fall Merchandising 
Festival. In keeping with the season, the color scheme 
is gold and brown. Sterling, glassware and brown and 
gold china show up to enticing advantage on a tablecover 
of metalspun cloth in cocoa and gold. Crystal candle- 
sticks hold gold-color candles to harmonize with bronze 
chrysanthemums and fall leaves. The shadow box features 
“St. Francis of Assisi and the Doves,” heralding the ap- 
proach of Thanksgiving Day. That’s Mr. Patterson hold- 
ing the “First Place” certificate. 
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empter for teens 


Glass Dining Room, visible 
from street, draws younger set 


® AS CONSTANTLY DANGLING BAIT for the teen-age 
trade, Patterson’s jewelry store in Garden City, 
Kans., maintains a “glass dining-room.”’ 

The 8x8-foot room, set behind plate glass at the 
end of a recessed lobby-type entrance, also is be- 
hind glass from the street side. The dining room 
set-up 1S as magnetic as a stage setting that you 
can examine close by. Every day it “‘stops” scores 
of high school brides-of-the-future—and their 
mothers, too. 

What’s more, it entices them to “come in for 
more’—which the town’s young people do by the 
scores. Inside, they’re met by friendly clerks who 
let them spend all the time they want looking at 
patterns of flatware, china and crystal. The desire 
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to own these lovely things grows; and, sooner or 
later, the desire is translated into choices and 
sales. 

Accessories and patterns for the “glass dining- 
room” are changed frequently; and window 
stylist Phyllis Villarreal tries to make each pres- 
entation more attractive than the last. 

She received special recognition for her efforts 
a year ago when her dining room window (pic- 
tured here) received first prize at Garden City’s 
annual Fall Merchandising Festival and window 
display contest. This event, held for the fourth 
time this year, draws thousands to the downtown 
section on the evening of the windows’ unveiling 
which also includes a talent show and street danc- 
ing. Miss Villarreal’s achievement brought Patter- 
son’s Jewelry store much newspaper and word-of- 
mouth publicity—just before the Christmas shop- 
ping season when it counted most. Zee 
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from the trend 
to traditional... 


\W\oOuse x CyaxWer 


ere 


ern 


with this powerful 
advertising support 


Feature hand-molded Fostoria 
during Christmas gift season 


Mrs. America is more interested in 
traditional decor than she has been 
in many years. Thus the renewed 
interest in traditional crystal gift- 
ware ... like Fostoria’s American, 
Century, Fairmont, Jamestown. 


We’re tying in with this profitable 
trend by advertising these popular 


A/f FR R LAR KEY TC Nf f TY)RER 7 


patterns in House & Garden (Nov- 
ember) and Living for Young Home- 
makers (December). The ad you see 
above will be in full color. 

You can increase your giftware sales 
by tying in locally. Display Fostoria 
hand-molded crystal. Be sure your 
ad easel cards are set up. And use 


the pattern ad mats we've sent you. 
Above all... have enough stock on 
hand for the big Christmas business 
you ll do in this newly popular tra- 
ditional crystal. Why not send your 
order today? 
FOSTORIA GLASS COMPANY 
Moundsville, West Virginia 


frostoria 





BOAS SONS, LTD. 
55 E. Washington Street 
Chicago, Illinois 


JOS. B. BECHTEL Co. 
729 Sansom Street 
Philadelphia, Pennsylvania 


I. ALBERTS’ SONS, INC. 
373 Washington Street 
Boston, Massachusetts 


A ccwstapr MFG. CO. 
1409 Washington Avenue 
St. Louis, Missouri 


| A. H. FICKEN CO. 
850 Euclid Avenue 
Cleveland, Ohio 


4 BUTTERFIELD BROS. 
317 S. W. Alder Street 
Portland, Oregon 


A anny GREENWOLD- 
WALLENSTEIN-MAYER CO. 
31 E. Fourth Street 
Cincinnati, Ohio 


FRANCHISED WHOLESALE DISTRIBUTORS OF 


SILVERPLATED FLATWARE a, i ee eo a eae ee ee ae ee, i ae a J. H. GROSS & CO 
©THE NEXT THING TO STERLING e 3210 Euclid Avenue 
® Cleveland, Ohio 


The Gorham Company takes pleasure 
bel: bebelelebelesbelomael-e-yejelerbensect-sehme)@celbe ue 
teen franchised wholesale distributors. 


A. GORENFLO COMPANY A. R. KATZ COMPANY *"FRIEDMAN-GESSLER CoO., INC. 
1940 Jefferson Avenue I.C.T. Building 315 West 5th Street 
Detroit, Michigan Dallas, Texas Los Angeles 13, California 


4 S-K-L COMPANY A eves WEINHAUS CoO. A... ZUCKERMAN & CO. 
15 West 47th Street 808 Liberty Avenue 135 Fifth Avenue 
New York, New York Pittsburgh, Pennsylvania New York, New York 
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BONUS OFFER 
FRE Gorham Silverplated flatware 


a sales packed 
promotion 


Gorkam 


SILVERPLATED FLATWARE 
THE NEXT THING TO STERLING 
Large 
Serving or 
Cold Meat 
Fork 


2 


- Pie Server, 
Hollow Handle 


A $13.50 value FREE with each 52-piece 
Hostess service for 8 or '76-piece Hostess 
Service for 12 in all patterns 


Prices shown are for a 52-piece hostess service for 8 





without chest i $79.95 retail 
$95.94 keystone 








with Hostess Chest +641 or *641B........................... $89.95 retait 
$ 107.94 keystone 


with Deluxe Drawer Chest #633 or *633B........$97.95 retail 
. 117.54 keystone 


$94.95 retail 
$1 13.94 keystone 











New Elegance 
Invitation 


New Tray-Top 
Chest # 734-1 


Chest #633 Hostess Chest #641 


DON’T MISS this great promotion! Contact your 
authorized Gorham wholesaler now. Promotion ends 


November 30, 1958. 


STEGOR DIVISION * THE GORHAM COMPANY * PROVIDENCE 7, RHODE ISLAND 








SERVICE 


ode 


THE VP FINE ENGLISH 


DINNERWARE 


No matter the amount—no matter the tim- 
ing—your orders will get the same wonder- 
working care and delivery from Spode! 


Gadroon 
Spode Impena! 


Bienheim ( Bone China) 


FRANCONIA CHINA 


One of Europe's Finest 


Presents: “JEWEL 


NATIONALLY ADVERTISED HOUSE & GARDEN, November 1958 issue 
Exquisite as a jewel encrusted objet d'art by Faberge. The finest, pure white 
porcelain in the lovely Louis XV shape—edged with a narrow Gold border— 
delicately etched with dainty fleurettes and leaves. ‘‘PLATINA'’’ the same 
pattern with Platinum border. 5-pc. place setting with 103,"' dinner plate, in 
either pattern: $16.00 retail (slightly higher South & West). 

39-41 W. 23rd St. 


HERMAN C. KUPPER, INC. @ Vy iy Ny. 





Dinnerware, 
_ Glassware 


by MADELINE LOVE 


HEN an executive of a factory in the high- 

quality home furnishings field speaks out 

in optimism about business during the 
coming months, it has special significance. And 
that is what John H. Tassie, executive vice presi- 
dent of Lenox, Inc., has done, in a prediction of 
greatly improved retail sales this fall and Christ- 
mas. 

Mr. Tassie—whose china and giftware is ¢car- 
ried by many jewelry stores—bases his forecast 
on both over-all conditions and reports he has 
received from his salesmen. 

He points out, for instance, “the continuing 
rise in the past four months of the annual rate of 
income and the record that has been reached in 
savings on the part of the consuming public.” He 
mentions the increase in home building (1,100,000 
starts a year). He calls attention to the spurt in 
retail sales which began in July. And he refers 
to the increase in the size and number of orders 
which his firm has received from all categories 
of stores, including, of course, jewelry stores. 

This latter relates specifically to Lenox, but it 
is supported by reports from many other sources 
of jewelry-store merchandise. Since mid-July, it 
has become increasingly obvious that there just 
hasn't been enough merchandise in the stores. In 
the face of a temporary recession, retailers had 
allowed their inventories to drop to new lows and 
when demand began to develop, they were caught 
with a shortage of stocks. 

Salesmen are finding their customers much 
more receptive. Business has been good at the 
trade shows. This reflects the changed attitude 
of both retailer and consumer, and presents a 
cheerful sales picture for the rest of 1958—and, 
we believe, beyond. 


ILLIAM F. DALZELL has retired as presi- 
dent of the Fostoria Glass Co., and has been 
made chairman of the board. The new president 


(please turn page) 
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put OUt 
OWS 


take the place of 
“extra hands” 


at Christmas 


A resplendent pompom bow 


e Each pull-out bow made of 
lustrous rayon Satintone® 

e Choice of 3 and 4-in. pom- 
poms in %-in. width 

e Also available in 5-in. pom- 
poms in 1%-in. width 


e In all the popular Christ- 
mas colors 


@ Matches lustrous Satintone 
banding gift tie 


bad Requires little storage 
space 
e 120 of a color to a carton 


@ Readily lends itself to in- 
ventory control 


Now your gift wrapping sec- 
tion can produce beautifully 
wrapped packages faster, 
more economically. No 
special skill or equipment 
needed. You'll find TIE-TIE 
pull-out bows a tremendous 
help in the busy Christmas 


selling season. 


is automatically formed 


GIFT WRAPPINGS 
presents a wide variety of 
matching or contrasting 
Christmas designs for your 
store-wrapped packages. 


of 


© ll 


THIS 


4 
@H coupon 
PH Today 


Learn how easy, how quick 
how inexpensive your store gift. 

Pa wrapping service can be! 
ra TIE-TIE Gift Wrappings 


& 2300 Logan Boulevard 
4 Chicago 47, Illinois—JCK-108 


At no cost or obligation to me 


? ) Send information and samples on pull-out bows 


Have representative call on me 


o Name. Title 
2 Store 
? Address 





Feather FHlar on the CATHA Y shape 


by LYLLRRONLET 


Fine contemporary china, adaptable to modern or traditional 
settings. Nationally advertised, FEATHER FLAIR 1s an outstanding 


populat success. Order now tor immediate delivery. 
FeATHER FLain: mist gray, platinum-edged rim; 5-pe. 


setting; retail, about $8.95 (slightly higher in West). 


EXCLUSIVE U.S.A. REPRESENTATIVE 


FISHER, BRUCE & CO. 


221 Market St., Phila. 6, Pa. ¢ 1107 Broadway, New York 10, N.Y. 
M ré handise M irt, | Os Angeles 14, Calif. 





4 


sf 


Roval Boulton 


ual-y- lal Me -t-lel-le dalle) 


Shown, Coronet, 5-pce. setting, $17.95 retail 
Roval Doulton leads the field... in design, in 
advertising, in sales. The first English china 
company to design for the American market, 
Royal Doulton has the biggest advertising budget 

. is tops in bone china sales. All of which 
means a greater profit potential for you. Watch 
for Royal Doulton advertising in BETTER HOMES 
& GARDENS, HOUSE & GARDEN, HOUSE BEAUTIFUL, 
BRIDE S MAGAZINE, BRIDE & HOME, THE NEW 
YORKER, HOLIDAY and SEVENTEEN, 


DOULTON &€ CO ., IN 11 EAST 6TH STREET, NEW YORK !0. N. Y 
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TABLEWARE (from page 144) 


is Robert F. Hannum, with David B. Dalzell as 
vice president and general manager. E. G. Downs 
has been re-elected secretary-treasurer. 

W. F. Dalzell has been with Fostoria for 46 
years, first as a chemist, later as vice president 
and general manager, and since 1945 as president. 
He was among the founders of Glass Crafts of 
America, has served as its president since 1949, 
and is a director of the American Glassware As- 
sociation. His son, David B. Dalzell, has been 
with the company since 1939, most recently as 
sales manager, a position now filled by Thomas 
G. Lightner. 

Mr. Hannum joined Fostoria in 1928, became 
production manager in 1932 and advanced to vice 
president in charge of production 13 years after 
that. In 1948 he was made vice president and gen- 
eral manager. He is chairman of the Negotiating 
Committee of Table and Art Glassware Manufac- 
turers and a member of the traffic committee of 
the American Glassware Association. 


HIS new display unit is being distributed by 
the Worcester Royal Porcelain Co., of New 
York, to all of its franchised dealers. It is espe- 
cially designed to introduce Worcester’s new 


“Celeste” dinnerware pattern in bone china and 
co-features Gorham’s sterling flatware pattern 
of the same name. The unit ties in with the firm’s 
extensive national advertising program. 

George Murch, vice president of the company, 
has just announced that sales for the first six 
months of 1958 ran 128 per cent ahead of the 
same period of 1957. Incidentally—or not so inci- 
dentally!—tthis year has marked an extensive 
program of promotion and advertising for Royal 
Worcester. 


EORGE F. LITTLE MANAGEMENT has an- 

nounced the following dates for its winter and 
spring china, glass and gift shows: Atlantic City 
China and Glass Show, Jan. 4 to 9, Convention 
Hall; New York Lamp and Home Furnishing Ac- 
cessories Show, Jan. 18 to 23, Hotel New Yorker 
and Trade Show Building; Washington Gift 
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Show, Jan. 25 to 28, Hotel Willard; Chicago Gift 
Show, Feb. 1 to 12, LaSalle Hotel and Palmer 
House; New York Gift Show, Feb. 22 to 27, Hotel 
New Yorker and Trade Show Building; Boston 
Gift Show, March 8 to 12, Hotel Statler and First 
Corps Cadet Armory; Philadelphia Gift Show, 
March 15 to 18, Hotel Benjamin Franklin; New 
York Stationery Show, May 17 to 22, Hotel New 
Yorker. 


RANK LOUGH, who has been New York man- 
| pens of the United States Glass Co., since 1950, 
and Louis Amsterdam, who has for years repre- 


Louis Amsterdam Frank Lough 


sented Herman C. Kupper, Inc., and the U. 8. 
Glass Co. in New England, have formed the Lough 


- 


L ge 4. 
PACTHIG Silvercloth 


brightens your Sales Picture! 


& Amsterdam Co., Inc., and will represent in the 
East the three divisions of U. S. Glass (Tiffin, 
Glassport, and Duncan & Miller); the Kupper 
company, and also the Watertown Mfg. Co. 
Kupper imports Franconia china from Bavaria 
and Watertown makes Lifetime melamine dinner- 
ware. The new firm will continue for the present 
at the Tiffin showrooms at 1107 Broadway, New 
York, and the Duncan & Miller showrooms at 225 
Fifth Avenue, but plans later on to combine the 
lines in one showroom. Affiliated with the firm 
will be John Glode, a New Englander who will 
cover parts of New York State and New England. 


RVING J. MILLS, who for some time has been 
sales manager of the commercial division of 
Shenango China, Inc., of New Castle, has been 
named general sales manager in the recent con- 
solidation of the sales forces of Castleton china, 
Peter Terris china, and the parent company. His 
assistant will be Rolland H. Rahr, who has been 
associated with Castleton for a number of years, 
and the field sales force includes: Paul J. 
Schweikert, Southwest; T. M. Eason, Southeast; 
Robert G. Carpenter, West Coast; Frank L. Rude- 
sill, metropolitan New York; Don D. Dressing, 
East Central; J. H. Caldwell and Percy N. Ley- 
land, Jr., South Central; J. C. Gordon, Mid-Lake; 
(please turn to page 150) 


Because your silver customer knows that Pacific Silvercloth 
is the only cloth that always keeps her precious silver 
shining and ready to use at a moment’s notice! Pacific 
Silvercloth has tiny particles of silver in it that trap the 
gases that cause tarnishing...insure shining silver all the 
time. Be sure you have it for her in wraps, bags, rolls, 
chests and by-the-yard ...it’s the silver cloth she will ask for. 
Important, too, is keeping the silver in your store glowing. 
No more embarrassing moments showing dull, tarnished 
silver if you keep it wrapped in Pacific Silvercloth. 
Remember, nationally advertised Pacific Silvercloth will 
help sell your silver for you... keeps customers happy 


with their silverware... 


See your supplier about the Pacific Silvercloth Cooperative Advertising Plan 


adds more profit to your sales. 


Monarch Silver Chest 


PACIFIC INDUSTRIAL FABRICS, A Division of Pacific Mills Domestics Corp., y Eureka lined with 


Dept. SC59, 1430 Broadway, New York 18, N. Y. 
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Independent survey reveals: 


Gorham's Celeste and Strashourg 


Gorham leads in pattern popularity with more patterns 
in the Flatware Top Ten than any other manufacturer! 


| 


CELESTE STRASBOURG 


In the first nationwide poll ever 
made naming the patterns most 
frequently selected by brides and 
their grooms in china, earthen- 
ware, stemware and flatware— 
patterns in Gorham sterling re- 
ceived the top two honors in the 
flatware category. 


Celeste, one of Gorham’s newest 
patterns—and Strasbourg, one of 
the oldest—were named first and 
second by department stores, spe- 
cialty stores and jewelers across 
the nation. And, in addition, two 
other long time favorite Gorham 
patterns—Chantilly and Rondo— 
were also included in the top ten. 


The fact that the Celeste pattern 
came out first in this important 
survey, conducted by CROCKERY 
AND GLASS JOURNAL, indicates that 
today’s brides, while strongly 
conservative in their china and 
stemware pattern preferences, are 
beginning to lean toward sterling 
silver patterns which show both 
modern and traditional influence 
and might be called transitional. 
Introduced only a few years ago, 
Celeste’s rise to immediate popu- 
larity was predicted by a Gorham 


survey among the high school 





are America’s top Bridal Patterns! 


and college girls who have be. 
come today’s brides. 


In china 7 out of the 10 top pat- 
terns were on the coupe shape. 
3 on the rimmed shape. All were 
platinum edged. Decorations were 
extremely simple. 


In stemware, the choice showed 
close coordination with china, 
particularly in the demand for 
platinum bindings. The only color 
registered was charcoal, again 
a coordination with the _plati- 
num tone preferred in china 
decoration. 


In earthenware, the range spread 
over a wider variety of patterns, 
shapes and colors. Those rated 
among the top ten favorites in- 
cluded greater individuality in 
the selection, and less restraint 
due to apprehensions about eti- 
quette. The ratio of coupes to 
rims was 7 to 3 in favor of coupes. 
Only one ‘classic’ appeared (in 
the Franciscan Desert Rose), 
while the provincial shape of 
Metlox with its farm life decora- 
tion revealed the consistent pop- 


ularity of such styling. 


For information about Gorham’s 
popular line of flatware designs, 


write to: 

Flatware Sales, The Gorham 
Company, Providence 7, Rhode 
Island. 


Top Ten patterns in china—Top row, | to r: FRANCISCAN Silver Pine (1) LENOX 
Kingsley (2) Princess (3) DOULTON Coronet (4) Thistledown (5). Bottom row: LENOX 
Montclair (6) Wyndcrest (7) DOULTON Tiara (8) SYRACUSE Bridal Rose (9) 
FRANCISCAN Encanto, platinum edge (10). 


Top Ten patterns in stemware—Top row, | to r: FOSTORIA Wedding Ring (1) 
Pine (2) Rose (3) Spray (4) Bridal Belle (5). Bottom row: TIFFIN Dawn (6) LOTUS 
Colonial, Platinum band (7) TIFFIN Rhodora (8) STUART Hampshire (9) SENECA 
Charcoal (10). 


Top Ten patterns in earthenware—Top row, | to r: FRANCISCAN Starburst (1) 


Autumn (2) Duet (3) METLOX Tickled Pink (4) FRANCISCAN Desert Rose (5). 
Bottom row: METLOX Provincial (6) FRANCISCAN Oasis (7) METLOX Navajo (8) 
RED WING Bob White (9) HALLCRAFT Fantasy (19). 





EBELING & REUSS CO. 


proudly announce 
their appointment as 
representative 


yy al for 


? 
Henrstente 
~~ WS téiesertl0et7. FINE CHINA 


h 
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since 1747 


x 


This old German firm of Ftirstenberg 
has stood for two centuries as one of 
the foremost creators of fine china, 
noble in form and color and unexcelled 
in quality. 


We cordially invite you to see this fine 
china in all our showrooms: 


Illustrated: PURITAN by Furstenberg—Soft dove 
grey shoulder and pure white center enriched 
with platinum trim. Elegant footed cup. 5 piece 
place setting, $15.00 retail. 


Write for complete open stock price list. 


EBELING & REUSS CO. 


Established 1886 


MAIN OFFICE: 5TH AND LOCUST STREETS, PHILADELPHIA 6, PA. 


Showrooms: NEW YORK 10—225 Fifth Avenue. CHICAGO 54—1557 
Merchandise Mart. PHILADELPHIA 6—5th & Locust Sts. LOS ANGELES 
14—527 West 7th St. DALLAS 1—Merchandise Mart 


Warehouses: Philadelphia, Pa., Pasadena, Calif. 


TABLEWARE (from page 147) 


B. L. Carter, Midwest; D. M. Barton, Northwest; 
M. F. Connors, Northeast; D. C. Tower, mid-At- 
lantic; and G. A. Owen, North Central. 


ILLIAM S. HOPEWELL, who has been with 

the Franciscan Division of Gladding, Mc- 
Bean & Co. snce 1940, has retired as Southern 
California district sales manager. During his 18 
years with the company, Mr. Hopewell has trav- 
eled all sections of the country and has many 
friends throughout the industry. Before going 
with Franciscan, he was china and glass buyer at 
oo. Altman & Co., New York. 


OBERT J. SULLIVAN (center), vice presi- 

dent of Lenox, Inc., accepts a plaque given 
the company for its first prize award in the dis- 
play box division of the National Paper Box 
Manufacturers’ Association competition. Present- 
ing the plaque is E. T. Tedeschi (left), eastern 
sales manager of the Dennison Mfg. Co., pro- 
ducers of the Lenox boxes, and at the right is 
Robert Reed, Dennison sales representative. 


ORD has been received here that the Coal- 

port and Cauldon china factories at Stoke- 
on-Trent, England, which had been reported 
scheduled for discontinuance, have been re-organ- 
ized and will undergo a complete modernization. 
When this work is completed, designs will be 
created especially for the American market, and 
will be produced in addition to the long-familiar 
patterns. 

The two lines are distributed in this country 
by Camden Hall, Inc., of New York, of which Mrs. 
Irene Glaser is manager. This company recently 
added the Webb-Cornett line of English crystal 
and is introducing new designs made especially 
for this market. Added lately to Camden Hall’s 
sales force are Robert W. Merwin, who is selling 
the glassware in eight deep-South states, and both 
the china and glass in Kentucky, West Virginia 
and Ohio; and Walter Noonan, who will carry all 
of the lines in seven mid-West states. Zee 
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No. 3683 PAISLEY, 1314” sq., $35. 


No. 3686 SUNBURST, 23”, $50. 


|IRCULAR-KEYSTONE, OCTOBER 1958 


have you 
seen 


Y 





battery-operated 
wall clocks? 


Sure, there are cordless electrics on the market. But which of them 


is powered by a precision-made, battery-operated, 7 jewel movement 
with amazing accuracy? And which runs 12 to 15 months on a 
single flashlight battery, has electric convenience with no cord, no 
winding? And which of them look like these? None, we say. None 
have Syroco’s eye-catching flair. None are made in deep-carved 
SyrocoWood. None of them boast Syroco’s hand-applied, decora- 
tor finishes. If you’re still unconvinced, check the prices and 


sizes, then WRITE FOR NEW CATALOG SUPPLEMENT. 


Designs by Harry Laylon. All prices approximate retail. Minimum order, new accounts, $100 


permanent 
showrooms 


NEW YORK: 225 Fifth Avenue 

CHICAGO: 1526 Merchandise Mart 
DALLAS: 269 Home Furnishings Mart 
HIGH POINT: 108 East Commerce Street 
LOS ANGELES: 1011 Furniture Mart 


...and all leading jewelry, gift, furniture and housewares shows 


SYRACUSE ORNAMENTAL CO., INC. - DEPT. J108 - SYRACUSE 2, N. Y. 
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FTC IS AIMING ITS GUNS AT FICTITIOUS RETAIL PRICING. A tough, eight-point set of 
rules is now being drafted; they will spell out what types of advertising 
violate the law. The rules already apply to a handful of industries and 
henceforth will regulate all types of selling. They will control price 
tickets, price lists, posters and all other ways by which phony savings 
are claimed. 


SPECIFICALLY, THE RULES ARE DESIGNED TO CURB THESE EVILS: (1) comparative 
prices which are higher than the normal selling price in the area; (2) 
pre=-ticketing with prices higher than the merchant's normal selling 
prices; (3) use of falsely high prices by a manufacturer or wholesaler in 
an ad, price list or catalog; and (4) misrepresentations as to the 
"bargain" nature of any price. 





THE RULES MAY BE ISSUED AS AN OFFICIAL GUIDE TO BUSINESSMEN or as a direc- 
tive to the FTC staff. Either way they will serve aS a warning to mer- 
chants and give ethical businessmen greater redress against false pricing. 
During past year, more than one-third of FTC's work has centered on 
complaints of phony price claims. 





DOES THE WATCH ATTACHMENTS INDUSTRY NEED TRADE PRACTICE RULES? Watchband makers 
gathered in New York last month, with the Jewelers Vigilance Committee, to 
decide what if anything to do about a set of rules which were proposed in 
1951. They named a committee to review the proposals, determine whether 
che industry wants or needs them. The committee: Max Jacoby of Jacoby- 
Bender; M. Feinstein of Duchess Jewelry Co.; Henry Leon of Finesse Wrist- 
let, Inc.; Jack Storti of Flex-Let, and William McLaird of Gemex Corp., 
with others to be named later. 


THE DIAMOND INDUSTRY'S THREE C'S ARE BEING CAREFULLY STUDIED by the American Gem 
Society. A seven-man Diamond Standards Committee faces the thorny task of 
establishing "an integrated standard for diamond quality according to cut, 
color and clarity." Committee members are: William H. Baumgardt of C. A. 
Kiger Co. in Kansas City; Carleton G. Broer of Broer-Freeman in Toledo; 
James G. Donavan of Donavan & Seamans Co. in Los Angeles; Leo Kaplan of 
Lazare Kaplan & Sons in New York; Robert Limon of Robert Limon in Washing- 
ton; and George J. Sloan of Sloan's in Tulsa. 


HERE'S WHAT RETAILERS EXPECT FOR FOURTH QUARTER 1958, compared with the same quarter 
of last year, as disclosed in a Dun & Bradstreet survey of 226 retail 
executives: 


NET SALES WILL RISE, PREDICT NEARLY HALF OF THE BUSINESSMEN. About a third 
anticipate no change and only 18 per cent expect a decrease. 


NET PROFITS WILL BE ABOUT SAME AS SIMILAR QUARTER OF '57, majority be- 
lieves. About one-third think net profits will rise, and 18 per cent fear 
they may fall. 


SELLING PRICES WON'T CHANGE MUCH, almost everybody says. Only ll per cent 
expect prices to rise and only 7 per cent think they'll drop. 














A SMALL BUSINESS LOAN PROGRAM IS SET TO START JAN. 1. The Small Business Administra- 
tion program to help small companies get equity capital and long-term 
loans will work this way: private investment firms will be licensed to 
Sell up to $150,000 in debentures to the SBA, and in addition will get 
loans from SBA equal to half their capital. The private firms could then 
make loans to small firms, and share in their profits and losses. The 
Government would not deal directly with the borrowing firms. 
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Taxes: jewelers find 1958 tough going; 
‘99 tax-cut plans need grass-roots help 


Jewelers who have been trying 
to disprove the latter half of Ben- 
jamin Franklin’s disquieting 
maxim, that the two certain things 
in life are death and taxes, have 
had a particularly futile time of 
it this year. 

Here is a review of what has 
happened, and what has not hap- 
pened, with Congress and the In- 
ternal Revenue Service in recent 
months, as it affects jewelers: 

@ Retailers impa- 
tiently waiting for IRS to rule on 
their bid for the same excise tax 


have been 


exemption granted wholesalers and 
manufacturers in selling items for 
prizes, awards, and similar uses. 

In mid-September—three months 
after retailers asked IRS to extend 
the tax exemption—there was still 
no action. 

At issue is a May 21 ruling of 
IRS that it would follow court de- 
cisions in the Gellman and Torti 
cases and exempt from the 10 per- 
cent excise tax the sale of mer- 
chandise for gifts and awards by 
wholesalers and manufacturers. 
But it said it would not consider 
sales by retailers for identical pur- 
poses as tax exempt (Gellman and 
Torti both were wholesalers. ) 

Several Congressmen, including 
Sen. John Sparkman and the Sen- 
ate Small Committee 
which he heads, have asked tax 
officials for an explanation of their 
decision not to extend the exemp- 
tion to retailers. Latter contends 
that sale of merchandise for prizes, 
premiums, awards, and similar uses 
is not for consumption by the pur- 
chaser and should be tax-exempt 
regardless of who makes the sale. 

@ Vice President Richard Nixon, 
kicking off his campaign to become 
President in 1960, is advocating a 


Business 


JLAR-KEYSTONE, O 
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national manufacturing tax to re- 
place present excises. 

In a recent speech 
Harvard Business School Associa- 
tion, Nixon proposed that a national 
tax of 1'% percent be imposed on 
all goods at the manufacturing 
level. This would permit repeal of 
hodgepodge of ex- 


before the 


“the present 
cises,”’ Mr. Nixon said. (A general 
sales tax has been proposed before 
as being fairer than the present 
system of excises on “selected” 
products. ) 

@ The Internal Revenue Service 
has ruled that so-called “gift cer- 
tificates’’ mailed out to regular cus- 
tomers by jewelry stores are ac- 
tually discounts from the regular 


™~ 


PEEK-A-BOO: Rolex Watch Co. got 
its newest evening model and this 
charming cyclops together to show 
off its floating-diamonds concept in 
this brilliant fashions-in-time acces- 
sory. 


EYSTONE 


list price, and thus are not subject 
to the excise tax on jewelry. 

The ruling holds that when « 
jeweler deducts from the regula) 
price of an article the value of the 
gift certificate, the actual cash sell 
ing price becomes the taxable price. 

@ In another ruling, IRS says 
that silver-plated flatware which is 
also partially plated with gold, is 
subject to the excise tax as an 
article ornamented, mounted, 1 
fitted with a precious metal. 

The tax applies when the gold 
plating is one one-hundred-thou 
sandth of an inch or more in thick 
ness. 

@ President 
signed into law a new listing of 


BKisenhower has 


gems subject to the retail excise 
tax, Which clarifies an old genera! 
simply 


provision listing 


precious and semiprecious stones, 
and imitations thereof.” The new 
listing includes both cut and uncut, 
real and synthetic stones: 

Amber; beryl, including aqua 
marine, 


emerald, golden beryl, 


heliodor, and morganite; chryso- 
beryl, including alexandrite, cat's 
eye, and chrysolite; coral; corun- 
dum, including ruby and sapphire; 
diamond; moonstone; garnet; jade- 


ite; jet; lapis lazuli; jade (neph- 


rite); opal; pearls, both natural 


and cultured; peridot; quartz in 
amethyst, bloodstone, citrine, moss 
agate, onyx, sardonyx, and tiger-eve 
form; spinel; topaz; tourmaline; 
turquoise, and zircon. 

Outside the field of excise taxes, 
there are these new tax develop- 
ments: 

@ Proposals to give a tax break 
to self-employed persons who estab- 
lish their own retirement 
were rejected by Congress. 


funds 


One would have permitted a per- 
son to defer until age 70 the taxes 
on income set aside in a retirement 
program. Limit on the deduction 
would have been $2,500 a year, or 
$50,000 in a lifetime. 

@ Management will be = stuck 
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with a tax of 2% percent on the 
first $4800 earned by each covered 
employee as a result of a new social 
security law. The same amount, 
$120 per year, must be taken from 
each employee’s earnings as his 
contribution to the social security 
trust fund. Self-employed persons 


earning at least $4800 a year will 
now pay $180. 

@ Congress ignored the pleas of 
businessmen and the Eisenhower 
Administration to combine social 
security and income tax withhold- 
ing reports to cut red tape. 

Proponents of broad tax cuts are 


First Pacific show a ‘real success, 
says Schiffman; 1100 jewelers attend 


The Retail Jewelers of America, 
Inc., made history last month 
when, in cooperation with the Cali- 
fornia RJA, it sponsored a jewelry 
trade show for the West. 
1100 kept 

exhibiting firms 
vriting orders during the Labor 
Day weekend at the Statler Hotel 
in Los Angeles. And before it was 
over many exhibitors signed up for 
the 2nd Pacific Jewelry Show, 
Which has already been set for Aug. 
»0-Sept. 2, 1959, at the same hotel. 
RJA President Arnold A. 


Schiffman, who spoke at the Cali- 


Some buyers more 


than 50 busy 


Said 


convention: “I was im- 
pressed with the atmosphere, the 
beauty of the show, and the jovial 
spirits of those in attend- 


fornia 


yood 
ance.” 

Schiffman shared the opening day 
convention platform with Howard 
Pyle, former governor of Arizona 
and presently deputy assistant to 
President with 
Charles M. Isaac, RJA executive 
vice-president for trade _ shows. 
Pyle business-govern- 
ment relationships. 


Kisenhower, and 


discussed 


Reporting on some of the recent 
activities of RJA, Isaac pointed 
out that charters of affiliation have 
been received to date from 32 state 
associations, 

Other RJA accomplishments 
noted by Isaac: 
© A Washington office has been 
established to handle tax problems 
and other trade matters. 
© A mutual collection service, be- 
gun years ago by the old National 
Jewelers Association, 1s now open 
to all RJA members. It works this 
Way: 

A customer of X store moves out 
of town, his account unpaid. X 
store finds out where the customer 
moved, and contacts Y member 
store in that location. Y collects for 
X, and sends him the money, minus 
20 per cent for the service. Fee to 
belong to program is $15. 
© An Advisory Council, represent- 
ing state officers, will attend all 
RJA directors’ and executive com- 
mittee meetings. James C. Lucas of 
Indianapolis is Council chairman. 
© A reference file of city ordi- 
nances on auctions, vendors, jew- 


IKE’S EMISSARY: Howard Pyle, center, deputy assistant to President Eisen- 
hower, enjoys a laugh with California RJA president John B. Machado, left, 
and past president Durward Howes, III, following his keynote address at the 


opening CRJA convention session. 
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already making plans for next 
year’s fight for tax reform. But 
Congressional leaders are warning 
that tax cuts will be hard to win 
next year. The government is ex- 
pected to run as much as $12 bil- 
lion in the red for the fiscal year 
ending next June 30. 


elry markings, licensing of pawn- 
brokers and the like has been com- 
piled. 

Convention activity on the second 
day included a talk entitled “Hard 
Selling, Stop Crying, Go-Back-to- 
Work” by Publisher Ben Reddick 
of the Newport Harbor Press 
News; a film by the Jewelers 
Vigilance Committee on fake jew- 
elry sellers, and a panel-discussion 
seminar on “Operating a Jewelry 
Business in the Present Economy.” 

Festivities included a past presi- 
dents’ “‘Dutch Treat” buffet dinner, 
with all California members in- 
vited; a banquet with dancing, 
door prizes and entertainment, and 
a cocktail party sponsored by the 
Golden Nuggets, California jewelry 
salesmen’s group. 

Inauguration of new 
closed the California convention. 
Wallace W. Binford of Van Nuys 
was elected president, succeeding 
John B. Machado of Los Banos. 

Richard M. Kern, who was pub- 
licity chairman for the convention 
and show, was elected first vice- 
president. Alan Hauck of Anaheim 
is new second vice-president, Mar- 
tin R. Thomas of Pomona 
tinues as treasurer, and Colette 
Harrison continues as_ executive 


secretary. 


officers 


con- 


 , 


MR. & MRS. PRESIDENT: Newly- 
elected California RJA President 
Wallace W. Binford and his wife, of 
Van Nuys, at CRJA banquet. 
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‘‘Hairspring Manhattans’”’ in mile-high Denver: 
UHAA has busy convention, talks merger with HIA 


When watchmakers talk watch- 
making, that is not news. When, 
however, they ask just two small 
questions at a two-hour technical 
panel meeting, and turn the rest 
of the time into an idea session on 
how to satisfy the public and pro- 
mote store traffic, that is news, 
especially in today’s challenging, 
fast-changing economy. 

The closest, in fact, that some 
100 watchmakers at the recent 
United Horological Association of 
America convention came to tech- 
nicalities was when they enjoyed 
Hairspring Manhattans with 
stems and Mainspring Martinis 
with olive hole jewels at their clos- 
ing banquet. 

What they did the other four 
days in mile-high Denver was take 
a good look ahead at the coming 
business challenges, and _ decide 
what to do about them. 

Much talk centered around the 
proposed merger of UHAA and the 
Horological Institute of America 
into one united group. Committees 
from both associations met 11 
times jointly, 15 times each sepa- 
rately during the convention, de- 
cided that merger would be advan- 
tageous. More talks are scheduled 
for this year. 

UHAA presented distinguished 
achievement plaques—the group’s 
highest honor—to Dr. John A. Van 
Horn, head of Hamilton Watch 


Co.’s research program, for his 
part in developing the world’s first 
marketable electric watch; and, 
posthumously, to the late Dr. Al- 
fred Chapuis of Neuchatel, Switz- 
erland, author of 50 horological 
works. 

The association also paid tribute 
to Tedd Joseph, ad executive for 
the Watchmakers of Switzerland, 
who has been acting as impartial 
chairman in UHAA-HIA merger 
talks; and to Paul Tschudin, U. S. 
head of the Watchmakers of Switz- 
erland, who has been a major 
speaker at numerous UHAA con- 
ventions. 

Norman D. Luth of Bell, Cal., 
was re-elected to a third term as 
association president at the final 
business session. Members. also 
elected James B. Kidd of South 
Sioux City, Mo., vice-president, and 
Milton E. Roth of Waterloo, lowa, 
to the board of directors. 

Others who were re-elected to 
office are Orville R. Hagans, execu- 
tive secretary; Jesse E. Coleman, 
James L. Hamilton, and Max C. 
Phillips, ail members of the board 
of directors. 

Regional directors appointed in- 
clude: Berl Nord, George O. Shank- 
lin, Harold Donkersgoed, and Joe 
DeLeon. Return regional directors 
are Irl Bradberry, Don McLane, 
George N. Adams, James A. Long 
and John De Vogel. 
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UHAA OFFICERS FOR 1958-1959: Officers and members of the board of direc- 
tors of the United Horological Association of America, from left, seated, are: 
James Kidd of South Sioux City, Iowa, vice-president; Norman D. Luth of Bell, 
Cal., president reelect, and Orville R. Hagans of Denver, secretary-treasurer 
reelect. Standing are: James L. Hamilton of Denver and J. E. Coleman of Nash- 
ville, Tenn., both reelected to the board of directors. 
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TOP DOLLAR AT BRUSSELS: The 
most costly single item on display in 
the Palace of Elegance at the Brus- 
sels World’s Fair is this dazzling 
Longines diamond watch bracelet. 
Solid rows of baguette and round 
diamonds totaling 55 carats surround 
a single 7.1 carat white diamond. The 
caliber 13.15 Longines watch can be 
consulted on the wrist side. 


Ohio, West Virginia 
jewelers join for 
Labor Day convention 


Some 2000 retail jewelers from 
six states spent the long Labor 
Day weekend in Cincinnati’s Neth- 
erland Hilton Hotel listening to a 
lot of topflight speakers and pre- 
viewing the Christmas lines of 75 
exhibitors. 

New twist to the big regional! 
show this year was the sponsorship 
not only by the Ohio Retail Jewel- 
ers Association, but also, for the 
first time, by the West Virginia 
RJA. The two groups held sepa- 
rate elections of officers, then con- 
vened jointly for four’ business 
sessions. 

Main speakers on the opening 
day, Aug. 31, were President Roger 
Hallowell of Reed & Barton Silver- 
smiths, and Jack O’Brien of J. C. 
Keppie Co. Hallowell narrated the 
new Reed & Barton film “How to 
Be a Good Hostess,’”’ which tells 
jewelers how to build prestige and 
promote silverware sales. Film is 
available to jewelers for showings 
to women’s clubs, PTA meetings, 
etc. O’Brien led a panel discussion 
on diamond sales, and presented a 
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BUCKEYE BIGWIGS: Officers-elect of the Ohio RJA for the coming year, 
from left, are: Harley Benedict of Delaware, president; Mrs. C. S. Johns of 
Berea, treasurer; Jacob Jenkins of Jackson, vice-president, and Hugh Beattie 


of Cleveland, secretary. 


new film, which also is available 
to jewelers. 

Speakers on Sept. 1 were George 
Koch, who conducted a closed meet- 
ing, for store owners and managers 
only, on tax and other legal indus- 
try problems; and Joseph Liszka 
of the Watchmakers of Switzer- 
land, who presented the findings 
of a recent survey of the watch 
market. 

Kntertainment 


included a_ban- 


quet, a bingo party and various 
cocktail parties. 

Harley Benedict, 1957 vice-presi- 
dent of the Ohio RJA, was elected 
president. He succeeds Olin 
Jacob Jenkins of 
son was elected new vice-president. 
Mrs. CC. S. Johns of 
Beattie of 
re-elected treasurer and secretary 
respectively. 

New president of the West Vir- 
Randall Wooddell, 
who succeeds Eric Rosenbaum. 
both men own stores in Beckley, 


W. Va. 


Pritchard. Jack- 
Berea and 


Hugh Cleveland were 


ginia RJA is 


Ring Guild has sales aids 
to help promote stone rings 


A series of 


selling aids which 
helps jewelers promote stone rings, 
including an lighted 
shadow box display, has been de- 
Guild of 
America, non-profit trade associa- 


impressive 


veloped by the Ring 


tion of ring manufacturers and 
suppliers. 

The shadow-box display shows a 
four-color photo of rough and cut 
stones and stone set 
photo). 

The Guild also has 


rings (see 


available 
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birthstone cards for each month in 
full color, and a new edition of the 
16-page booklet “Romance of Rings 


tae 
ST aie 
* 





which is 


with the 


and Birthstones,” 
lished in coordination 
Jewelry Industry Council. 


pub- 


Attendance doubles at two-day 
North Dakota RJA convention 

Almost 200 jewelers, twice as 
many as last year, flocked to the 
Grand Pacific Hotel in Bismarck, 
N. D., in August for the annual 
two-day convention and jewelry 
show of the North Dakota Jewelers 
and Watchmakers Association. 

Discussion at the business ses- 
sions centered around a bill the 
association hopes to have intro- 
duced in the coming state legisla- 
ture session, which, if passed, will 
require all aspiring watchmakers 
to take examinations and be li- 
censed. Main address was delivered 
by Tom Sprickman of the Watch- 
makers of Switzerland. 

D. J. Lund of Bismarck wa; 
elected president, succeeding Had- 
ley Wickham of Mandam, who re- 


mains as a director. Others elected 
were Clarence Butler of Parshall, 
new vice-president; A. M. Foss of 
Minot, re-elected secretary -trea- 
surer; and Andy Wimmer of 
Fargo, new member of the board 
of directors. 


Diner’s Club members can now 
buy gift items on credit 


The 700,000 members of the Din- 
er’s Club, nationwide hotel and 
restaurant credit card agency, can 
now buy gift certificates on credit, 
to be filled by L. & C. Mayers Co., 
large New York catalog supply 
firm. 

Only about 10 per cent of the 
items available to Club members 
are traditional jewelry store items, 
according to Club vice-president 
Maury Ash. Ash, a former vice- 
president of Gruen Watch Co., is 
in charge of instituting new ser- 
vices for Club members. 

Under this new program, mem- 
bers will receive a list of 30 avail- 
able gifts in each of five different 
price categories, from $6 to about 
$50. They can then order certifi- 
cates listing the selections in one 
or more of the price ranges, and 
send these to whomever they want. 
The recipient chooses any one of 
the items listed, and sends the cer- 
tificate to L. & C. Mayers, who fills 
the order. 
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NICE STARTER GALAXY: Miss 
Universe 1959, beauteous Luz Marina 
Zuluaga of Colombia, admires her 
new Mido self-winding watch, which 
is encrusted with 72 diamonds. The 
Midonation was especially designed 
in Switzerland, was presented on a 
Max Factor television program. 
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Texas jewelers elect Sheftall new president Jewelers of America, Inc., and 


executive vice-chairman of the 
Jewelry Industry Tax Committee, 
has been appointed acting execu- 
tive vice-president of RJA. Ap- 
pointment was made by Arnold 
Schiffman, RJA _ president. 

Burnstine will divide his time 
between the New York and Wash- 
ington offices of RJA, will handie 
all administrative duties of the 
national association. 
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LONE STAR LEADERS: Officers and directors of the Texas Jewelers Associa- 
tion, pictured at their recent 52nd annual convention, from left, standing, are: 
Charles Ragsdale of Smithville; new President Dell Sheftall of Austin; Myron 
Everts of Dallas, and Gus Jacobs of Baytown. Seated, from left: Dolph Miller 
of Odessa; Bob Brodkey of Corpus Christi; outgoing President Lloyd Noble 
of Houston; David A. Shapiro, executive secretary-treasurer of Dallas; Linard 
Stinett of Pharr, and B. O. Perdue of Crockett. 


A profitable exchange of ideas 
and selling methods, and an en- 
lightening report on the work of 
the Jewelry Industry Tax Com- 
mittee in Washington, were high- 
lights of the 52nd annual Texas 
Jewelers Association convention, 
Aug. 30, at the Hotel Adolphus in 
Dallas. 

Some 125 TJA members elected 
Dell Sheftall of Austin president 
for the 1958-’59 term. He succeeds 
Lloyd Noble of Houston, who be- 
comes a member of the board of 
directors. 

Main convention speaker was E]l- 
mer Wheeler, super-salesman and 
author of numerous books on how 
to sell successfully. His subject: 
“How to Outsell the Fake Whole- 
saler.”” Other speakers were Ber- 
nard bBurnstine, executive’ vice- 
chairman of the Jewelry Industry 
Tax Committee in Washington 
“Exposé on Excise Taxes and the 
Gellman Case”; and Dr. Arthur A. 
Smith, economics professor at 
Southern Methodist University 
“Future Business Conditions and 
Your Jewelry Store.” Addresses 
were also given by Waggoner 
Carr, speaker of the Texas House 
of Representatives, and by Arnold 
Schiffman, president of the Retail 
Jewelers of America, Inc. 

Following the convention, mem- 
bers attended the regional jewelry 
and gift show at the Hotel Baker 
in Dallas, which was sponsored by 
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Tola Tumbleweeds, southwestern 
gift and jewelry traveling men’s Bernard N. Burnstine 
association. In all, some 2000 buy- Charles M. Isaac, former execu- 
ers attended the show. tive vice-president, had been ap- 
Tola was host to all buyers Aug. pointed earlier to the newly-cre- 
31 at a cocktail party and recep- ated post of executive vice-presi- 
tion at the Baker Hotel. dent for trade shows. He will di- 
rect promotion and operations for 
all RJA trade shows. 
Arthur Wienslaw, former assis- 


Bernard Burnstine is new RJA 
executive vice-president tant to Isaac in New York, has 


Bernard N. Burnstine, Washing- been named New York office man- 


ton representative of the Reta! ager. 
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40 YEARS IN SILVER: Judson C. Travis, center, President of Handy & Har- 
man, precious metals firm, gets congratulations from executive committee 
chairman Gustav H. Niemeyer, right, on the eve of his 40th year of service 
with the firm. At left is J. W. Colgan, vice-president, who presented President 
Travis with a silver tray engraved with the signatures of the 37 business asso- 
ciates and friends who attended the Sept. 15 honor luncheon for Travis in the 
Biltmore Hotel in New York. Travis is a member of the 24 Karat Club and of 
the executive committee of the Silver Users Association. 
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SHOWPIECE IN ANCHORAGE: This is J. Vic Brown & Sons, which has been 


in business since 1929, does about the biggest volume in Alaska. 
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A GAL THAT’S KNOWN AS BELLE: 
Owner of this “Nugget Shop” in 
Juneau has the colorful name Belle 
Simpson. Store specializes in “curios 
of the Far North,” does a booming 
tourist business. 


Alaskan jewelers’ life: Eskimos, tourists—and discounters! 


There are only 34 Alaskan jew- 
elers in a land twice the size of 
Texas—and many less than in our 
smallest state, Rhode Island. Eight 
of them are in Anchorage, Alaska’s 
largest town, whose trading area 
includes Eskimos, Indians’ and 
Aleuts; whose fresh-water harbor, 
about 500 miles north of the Alas- 
kan Gulf, surges with 34-foot tides 
when it isn’t frozen. Another four 
of the jewelers are in the capital 
city of Juneau, in the savagely 
beautiful, glacier-lined Alaskan 
Panhandle. Five more do business 
in Fairbanks, which is barely 150 
miles south of the Arctic Circle, 
and almost in the geographical 
center of the state, where tempera- 
tures drop from 100 degrees in 
summer to 60-70 below in winter. 
there: “When 
the mercury warms up to 20 below, 
it feels like spring.” 

The other 17 jewelers are scat- 
tered in 11 other towns, all of them 
very small, with names like Ketchi- 
kan, Moose Pass, Kodiak, Skagway. 
Even Nome, far north in the land 
of the midnight sun, has its jew- 


eler. 


Says one merchant 


Big Seller—Whalebone 


Annual jewelry volume 
ranges from the $300,000 business 
of J. Vic Brown & Sons in Anchor- 
age to the $16,000 operation of 


sales 
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Frances’ Richter’s Jewelry and 
Curios Shop in tiny Skagway (pop. 
758). Best-selling lines for Brown 
are diamonds, watches, silver and 
gold nugget jewelry. Native-made 
jewelry is popular, especially with 
the big Alaskan tourist trade. 

Belle Simpson’s “Nugget Shop” 
in Juneau specializes in “curios of 
the Far North,” from authentic 
totem poles and Eskimo-carved 
ivory to whalebone baskets and 
fossil ivory beads. Jade jewelry, 
hand-etched nugget earrings, even 
sealskin moccasins are big jewelry 
store items in Alaska. Most of the 
items are made by natives. 


Big Problem—Shipping 


Biggest headache for Alaska’s 
jewelers is shipping. Seattle, the 
nearest U.S. port, is more than 800 
air miles from Juneau, 1300 from 
Anchorage. Parcel post from the 
states takes a week or ten days 
longer than normally. 

Helen Fenn, who opened a small 
shop in Haines (pop. 338) in 1948, 
and who does about $20,000 annual 
volume, gets most of her merchan- 
dise on infrequent trips to gift 
shows in the states and through 
the very few salesmen who travel 
the Panhandle towns. Vic Brown’s 
quandary is the high inventory he 
must keep because of the many 
transportation delays. More-or-less 
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inaccessible supply points, besides 
Seattle, are New York, Providence, 
Portland, Ore, Need, most jewelers 
feel, is for an all-weather highway 
to the U. S. 


Big Competition—Discount House 


There are discount houses, three 
in Anchorage alone; and “unfair 
competition’ from the military 
bases and PX’s, particularly in 
boomtown Anchorage, most of 
whose inhabitants are U. S. govern- 
ment workers. “The competitor 
next door,” moans Harry A. 
Adams, whose Anchorage store 
does $166,000 volume yearly- 
“He’s always having a sale, never 
without a sale sign in the window. 
We have the same problems they 
have ‘outside.’ ” 

Cost of doing business is high 
particularly in Juneau, Anchorage 
and Fairbanks. The Alaska Re- 
source Development Board rates 
cost of living generally about 25 
per cent higher, for instance, than 
in Seattle, In Anchorage, many 
store rents go over $500 a month, 
very few under $300. Price range 
of jewelry items varies, from 
standard U. S.-advertised prices on 
brand name items to very high for 
some native-made items. Watch re- 
pair prices are definitely higher 
than here ($2.50-$3 to replace a 
plastic crystal). 
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Spray” pattern meets with approval of the officers of the Georgia Jewelers Asso- 
ciation, during their recent tour of International’s new silverplated hollowware 
plant in Union-held Meriden, Conn. With International President Craig D. 
Munson (center) are from left: Carl Hayes, vice-president from Macon: J. T. 
Wilson, vice-president from Douglas; Kinsey Davis, vice-president from Atlanta, 


and George Wheeless, president from Thomaston, Ga. 


RUBBING ROYAL ELBOWS: Ro- 
land B. Pond, right, vice-president of 
A. H. Pond Co., accepts appointment 
of honorary captain in the exclusive 
Royal Skipper Society from a KLM 
Royal Dutch Airlines official. Pond, 
who flies KLM frequently to Antwerp 
and Amsterdam on Keepsake and 
Starfire Diamond Rings business, is 
the first diamond merchant to gain 
admittance to the Society, whose 
members include internationally-fa- 
mous statesmen, royalty, and indus- 
try and social figures. Prince Bern- 
hard of The Netherlands is’_ board 
chairman of the Society. 
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HIS WEEK FOR PRIZES: Al Gatto, 


display director for Corrigan, Inc., in 
Houston, receives one of the three 
national display awards he won in a 
single week recently. Leon Davis, 
manager of Corrigan’s, gives Gatto a 
place setting set for four in Reed & 
Barton’s “Diamond” pattern, which 
was third national grand prize in 
Reed & Barton’s introductory window 
display contest. Other week’s work: 
$250 national first prize for display 
of Wallace Silversmiths’ “My Love” 
pattern; $100 first prize for display- 
ing “Lady Sheaffer” pens. 


>ULAR-KEYSTONE, O 


BEAUTY SPOKEN HERE: Univer- 
sal appreciation of fine jewels helps 
bridge the gap between a pert Bel- 
gian hostess at the Brussels Worlds 
Fair and American B. C. Helzberg, 
Jr., son of Barnett Helzberg, 11-store 
jewelry chain owner in Kansas City, 
Mo. Helzberg, Jr., was at the Fair 
and in other European cities to test 
continental women’s reactions to his 
firm’s new jewelry designs. Firm is 
Helzberg’s Diamond Shops, Inc. 
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DON’T GO NEAR THE WATER: Legend has it that the 25-carat, $100,000 
“Moon of Baroda” diamond, held here by a Chicago model, gives power to its 
owner, but once the stone crosses water, that power is lost. Seems that one for- 
mer owner, Prince Ghandra of India, crossed the Pacific with the gem, thereupon 
went bankrupt and had to sell it. Present owner is Meyer Rosenbaum, right, 
gem collector and director of the Diamond Council of America, who introduced 
the mammoth pear-shaped stone at a DCA meeting during the recent Chicago 
Jewelry Show, where Council executives met to map their 1959 educational pro- 
gram. From left in photo: Maurice M. Goldberger, head of Gramercy Advertis- 
ing Co. (the Council’s agency); Mort Abelson, Council President; the model, an 
armed guard and Rosenbaum. 
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Magnatold 


the world with 


the first billfold in 
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PUT THE MAGNAFOLD IN A CUS- 

TOMER’'S HANDS and RING UP A 

SALE! First,quality billfold with wafer- 

thin magnets that lock the passcase 

securely. No snaps, no catches, no strug- 
black and tan. 


gling. One-piece construction. 
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In Gahana Coach Hide, Eng- 
lish Morocco and Gahna 
Polished Cowhide. Brown, 
MAIL 
TODAY 
HUGO BOSCA COMPANY 
Springfield, Ohio 
Send me more information on the Magnafold 





Name 





Address 
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Backers hope for federal fair trade law in ’59; 
Justice Department, FTC, new group oppose bill 


Prospects for passage of a new 
federal fair trade law next vear 
are moderately good, congressional 
supporters of the measure say. 

The bill was stymied this year 
when Sen. Alan Bible (D., Nev.) 
announced his Senate Commerce 
subcommittee would hold additional 
hearings this “all. 

But the measure did make some 
progress. A House Commerce sub- 
committee, headed by Rep. Peter 
Mack (D., Ill.), has approved the 
measure. Approval is believed safe 
in the Commerce Committee, where 
it was originally introduced by 
chairman Oren Harris (D.-Ark.). 
Hearings held by two other con- 
gressional committees this year 
should help speed consideration by 
the lawmakers in 1959. 

There are several big obstacles, 
however. Both the Justice Depart- 
ment and Federal Trade Commis- 
sion bitterly oppose new federal 
fair trade legislation, and indica- 
tions are that the President might 
veto the measure if Congress ap- 
proves it. 

As drafted, the proposed bill 
would permit a manufacturer to set 
minimum resale prices under the 
trademark laws. Either the maker 
or its dealers would be empowered 
to sue a price-cutter in state or 
federal courts. The bill would not 
require signed fair trade contracts 


between manufacturer and retailer, 
and would permit varying fair 
trade prices on the same product 
in different states. 

The Justice Department, for the 
third time this year, lashed out at 
the proposed law during hearings 
in July by Senator Bible’s subcom- 
mittee. Among the criticisms: the 
bill would destroy the discretion of 
the states to choose whether they 
would permit fair trade; it would 
permit a maker to impose resale 
price maintenance without the con- 
sent of any wholesaler or retailer; 
it would remove any choice of mer- 
chandising techniques from the dis- 
tributor and retailer, and place it 
in the hands of the manufacturer; 
it would reduce price competition. 

Supporters of the measure argue 
that small retailers believe their 
“survival as independent business- 
men depends upon the enactment of 
rules of fair competition,’ which 
they say are contained in the fair 
trade measure. They also contend 
that fair trade pricing tends to hold 
down inflation. 

Recently, a new group called the 
National Anti-Price Fixing Asso- 
ciation was formed in Washington, 
D. C., to oppose fair trade legisla- 
tion. Its executive secretary is Alex 
Akerman of Washington, a former 
executive director of the Federal 
Trade Commission. 


SUBJECT—TEEN AGERS: Representatives of The Gorham Co., Wallace Silver- 
smiths, and the Sterling Silversmiths Guild of America chat with Mrs. Enid A. 
Haupt, editor and publisher of Seventeen magazine, at the publication’s recent 


reception for the silver industry. 
potential in the teenage market. 


Discussion centered around silverware sales 
With Mrs. Haupt, from left: Burrill M. Get- 


man, vice-president of Gorham; Don Leach, general sales manager for Wallace, 
and John Ambrose, secretary of the Sterling Silversmiths Guild. 
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Gorham names distributors 


for Stegor flatware lines 

The Stegor division of The Gor- 
ham Co. has announced the ap- 
pointment of 14 authorized whole- 
sale distributors for its silver- 
plated flatware and stainless steel 
flatware lines. 

The firms are: I. Alberts’ Sons, 
Inc., in Boston; Jos. B. Bechtel & 
Co. in Philadelphia; Boas Sons, 
Ltd., in Chicago; Butterfield Bros. 
in Portland, Ore.; Eisenstadt Mfg. 
Co. in St. Louis; A. H. Ficken Co. 
in Cleveland; Harry Greenwold- 
Wallenstein-Mayer Co. in Cincin- 
nati; J. H. Gross Co. in Cleveland; 
The Gorenflo Co. in Detroit; Wm 
R. Katz Co. in Dallas; S-K-L Co. 
in New York; Samuel Weinhaus 
Co. in Pittsburgh, Pa.; Nat Zucker- 
man & Co. in New York, and 
Friedman Gessler Co., Inc., in Los 
Angeles. 

Gorham’s wholesaler advisory 
committee, which helps the Provi- 
dence manufacturer to establish 
distribution policy, to date con- 
sists of: Jack E. Krueger of Ei- 
senstadt Mfg. Co.; Chas. K. Stern 
of Harry Greenwold-Wallenstein- 
Mayer Co.; F. Clarke Bechtel of 
Jos. B. Bechtel & Co.; Lou Corbin 
of Samuel Weinhaus Co.; Irving 
Freidman of S-K-L Co.; Wm. H. 
Ficken of A. H. Ficken Co.; and 
Isaac Alberts of I. Alberts’ Sons, 
Inc. 


IRS cracks down on employers 
who hold back federal taxes 

The Internal Revenue Service has 
set up new rules which spell out its 
“get tough” policy against em- 
ployers who fail to send the gov- 
ernment the tax money collected 
from the employees. 

The new rules, in effect since 
July 10, make failure to turn over 
federal tax collections a criminal 
misdemeanor and carry penalties of 
up to a year in jail and a fine of 
$5,000. 

IRS warns that it intends to 
make full use of the new law 
against employers who are delin- 
quent in sending Washington this 
tax money. And the agency de- 
clares that it intends to see that all 
withheld taxes due the govern- 
ment are not dissipated by employ- 
ers or otherwise diverted contrary 
to law. 
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Significant... because the U.S. Department of Vital Sta- 

tistics reveals that the bridal market will reach a total of 

1,660,000 marriages in 1959 . . . 1,927,000 in 1964... 
2,279,000 in 1970. Concurrently there is a consistent trend toward equal numbers 
of weddings in each month, which means more monthly purchases by this Must- 
Buy market. Based on an average expenditure of $3,388 the present five billion 
dollar market will swell to 7% billion by 1970. 


To meet the immediate and insistent demands of this growing market... 


MODERN 


PRIETO EG 


commencing with the January 1959 issue. 
will be publishe ‘d bi-month ly. . the first 
and only bridal magazine to wt published 


0 times a year instead of four times. 
and suarante eing the large ‘st annual 


net paid circulation. .. 750,000 


MODERN BRIDE /6 TIMES A YEAR MEANS... 
More informative, up-to-date editorial 
Increased activity at the retail level 


A continuous parade of new readers with 
each issue 


The largest guaranteed net paid circulation 


The lowest cost per thousand of any 
bridal publication 


MEMO TO 
THE JEWELRY TRADE: 


This is what MB/6 means to you! In 1959, 750,000 
Modern Bride readers will spend an average of 
$1,542.47 on jewelry for themselves and theirattend- 
ants, on fine china, glassware, sterling, Silver- 
plate and stainless flatware...representing a year 
‘round market of@ver one billion dollars.)Now, with 
MB/6 you will be able to tell and sell this Must-Buy 
market your products...at precisely the Must-Buy 
period, and at the lowest cost per thousand of any 
bridal publication. For details, call your Modern 
Bride representative today. 














MODERN BRIDE * ONE PARK AVENUE «+ NEW YORK 16.N.Y. * OREGON 9-7200 
434 S WABASH, CHICAGO 5. ILL. WA 2-491! © 215 WEST 7TH ST LOS ANGELES !4 CAL MA 7-4083 
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MARTY MILES BILL PLAFSON 


COMBINED 


INTO ONE GREAT 
SALES ORGANIZATION 





LDEAS) 


1;}the acres of diamonds are located. 


“UNLIMITED” 


SALES PROMOTIONS 
INCENTIVE 
SALES PROGRAMS 


NOW GIVES 





LVL LMATLATASS | 


q| privately owned. The mine pro- 


WHEN WE CONDUCT 
YOUR SALE! 


WE GUARANTEE 


% TRAFFIC & VOLUME 

% MINIMUM EXPENSE 

*% PROFITS & GOODWILL 
% TRAINED PERSONNEL 

% PERSONAL SUPERVISION 


RESULTS! 
OVER 1,000 


SUCCESSFUL SALES IS 

YOUR ASSURANCE AND 

OUR GUARANTEE FOR A 
SUCCESSFUL SALE 


{DEAS 


“UNLIMITED” 


842 WEST FLAGLER ST. 
MIAMI, FLA. 


PLAZA FRANKLIN 


7-2973 





allan te tte ten, n  e 


{| the 


'mine ever were sold. 

















DeBeers moves to buy famous 
Williamson diamond mine 


DeBeers Consolidated Mines 
Ltd. has concluded an agreement 
to buy the fantastic diamond mine 
‘of the late Dr. John T. William- 
‘son, Canadian-born bachelor ge- 
ologist who before his death early 
|this year was the only man in the 
'world to own his own diamond 
‘mine. 

The agreement, between De- 
Beers and Williamson’s heirs (two 
sisters, a brother and his attor- 
‘ney, I. C. Chopra) is subject to 
| the approval of the Tanganyika 
government, in whose territory 


| 


| 
| 


} 


The presence of Tanganyika in 
negotiations results from a 
/promise made by Dr. Williamson 


{| that the government would have 


the right of participation if the 
Discussions 
-are in progress which would make 
DeBeers and Tanganyika co-own- 
ers. 

The value of Williamson’s find 
has grown, since that day in 1940 
when he kicked up a huge rough 
diamond while sitting under a 
tree, to some £36 million at the 


‘time of his death. Entire assets 


of the total holdings are difficult 
to assess, since the operation was 
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duces virtually all of Tangan- 
yika’s diamond exports. 

The head of DeBeers, Sir Harry 
Oppenheimer (son of the DeBeers 
organizer Sir Ernest Oppen- 
heimer, who died last year), said 
that the purchase will be “highly 
important in strengthening the 
structure of the diamond indus- 
try,” and “will help maintain Lon- 
don’s position as the chief distri- 
bution center for rough diamonds.” 


Anson builds third plant, 
will make jewelry gift boxes 


Anson, Inc., men’s jewelry man- 
ufacturer in Providence, R. I., has 
added a third plant to its facilities, 
where it will expand its production 
of jewelry gift boxes. 

The firm started making a steel 
box covered with leather for its 
own needs about a year ago. Lately, 
the firm has made millions of these 
boxes not only for its own use but 
for sale to other firms as well. 

Anson’s second plant was opened 
to handle the box-making operation, 
and will continue primary work 
there. The new plant will make 
hobby, trophy and game boxes. 

The firm now has 89,000 square 
feet of factory area, employs 590 
people. Company started in 1943 
as a tool and die shop. Olof Ander- 
son is president. 
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SWITCH: Phil Wolf of Speidel Corp. (second from right) enjoys himself im- 
mensely, and at the expense of a customer, Gordon’s Jewelers. Gordon’s, 50-store 
Houston-based credit jewelry chain, recently brought together the sales repre- 
sentatives and Christmas merchandise of 30 manufacturers for a private show- 
ing, purchased $2 million worth of goods, the largest order in its history. To 
say thanks to the 30 firms, Gordon’s presented salesmen specially-wrapped 
bottles of Scotch, wined and dined them royally, with entertainment, at a local 
country club. With Wolf in the photo, from left: Aron S. Gordon, vice-president; 


|Harry B. Gordon, president; and M. M. Gordon, board chairman. 
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Mexico firm makes sterling 
flatware for U. S. market 
Corp. of America has 
opened offices and showrooms in 
New York as the first step in its 
distribution of a completely new 
line of sterling silver flatware, hol- 
lowware and accessory pieces made 


Mex- 


Celsa 


at its sterling factories near 
ico City, Mex. 

Backed by Mexican industrial- 
ists, and with artists from Mexico 
and Europe and expert technicians 
and engineers from Switzerland to 
design the sterling and direct man- 
ufacturing operations, the Mexicai: 
firm is planning immediate distri- 
bution of some pieces, and full pro- 
duction by next February. 

Edgar A. Wells-Castillo, a part- 
ner in Celsa, will become executive 
vice-president of the U. S. branch 
at 1 E. 57th St. in New York. He 
is building a_ sales organization 
which will call on jewelry 
throughout the country. 


stores 


Edgar Wells-Castillo 


DeBeers boosts advertising 
budget for next 12 months 


DeBeers Consolidated Mines Ltd. 
has increased its advertising, pub- 
licity and promotion campaigns for 
diamonds for the 12 months which 
began Sept. 1. 

The campaigns are being run by 
N. W. Aver & Son, New York ad- 
vertising agency, and mark the 
20th year of DeBeers diamond ad- 
Ads will be run in Satur- 
Look and Read- 
diamond 


vertising. 
day Evening Post, 
ers Digest for 
ment rings, and in other 
magazines for promoting anniver- 
sary and special-occasion diamond- 
giving. Color 

N. W. Aver also will again stag 
the annual Diamonds-Internationa! 


engage- 
leading 


will be used. 
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Awards contest, 
creation of new 
mond jewelry. 

Throughout the campaigns, deal- 
ers aids and promotion material 
will be available, including win- 
dow displays, lecture kits, sales 
training aids and a film titled “A 
Diamond Is Forever.” 


which encourages 
designs in dia- 


Eisman is named supervisor 
for Fine Jewelers Guild 

Richard D. Eisman, veteran 
Oklahoma City, Okla., jeweler, has 
been appointed supervisor of the 
Fine Jewelers Guild, a group of 
leading jewelry stores within the 
giant Zale Jewelry Co. chain. 

Fisman will coordinate the mer- 
chandising and cooperative buying 
operations of the Guild stores. His 
headquarters will be Hartwell’s 
Jewelers in Oklahoma City, one of 
the Guild stores. Other Guild 
members: Corrigan’s in Houston; 
Boswell’s in Tulsa; Hausmann’s in 
New Orleans; Selle’s in St. Louis; 
Hess & Culbertson (two stores) in 
St. Louis; Wolf’s in Topeka; M. 
Jacoby in Portland, Ore.; and 
Levitt’s in Wichita. 

Officers of the year-old Guild: 
George P. Shelton of Hess & Cul- 
bertson, president, and Leo Fields, 
executive secretary. Shelton re- 
places Leon Davis of Corrigan’s. 


Bulova gets Army contract 
for Pershing guided missile 
Watch Co. will 
pate in development 
U. S. Army’s new solid propellant 
Pershing guided missile. 


partici- 
work on the 


Bulova 


Bulova, as a subcontractor 
(Glenn L. Martin Co., Baltimore 
airplane firm, is prime contractor), 
will build the missile’s fuzing and 
arming system. 

sulk of the operations will be 
handled by the Bulova 
and Development 
wholly-owned Bulova 
headed by Everett M. 
According to Bulova 
Gen. Omar Bradley, “new business 
booked by our in the 
quarter beginning Apr. 1 exceeded 
booked for the en- 
tire previous year.” The Labora- 
have completed or are cur- 


Research 
Laboratories, a 
subsidiary 
Patterson. 
Chairman 


Laboratories 
new business 
tories 
rently 


Army, 
tracts. 


working on 40 
Navy and Air 


separate 


Force con- 





(Sr ’ ica, 
Immediate delivery—any quantities 


JEWELERS BRASS 
PLATES 


For Jewelers, Trophy Houses 
and Trade Engravers 


CUT TO ANY SIZE 


A rich, highly polished brass, coated with 
tough plastic resin that will not crack, 
peel, or flake. Protected against scratch- 
ing with masking paper. Recommended 
for awards, plaques, nameplates. Can 
be easily engraved with New Hermes 
Engraving Machines, with non-rotating 
diamond cutter. Also available with 


pressure sensitive adhesive backing. 
Write for samples and price list 


HERMES PLASTICS 


A Subsidiary of 
New Hermes Engraving Machine Corp. 


‘a 13-19 University Place, New York 3, WN. Y. y 
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WELCOME WAGON RETAINS, 
REGAINS, OBTAINS CUSTOMERS 


As a Welcome Wagon Sponsor, your 
jewelry store can profit from lasting 
friendships formed with newcomers and 
established families. Your gift in the 
Welcome Wagon basket—your partici- 
pation with religious and civic organ- 
izations in the Call—are clear expres- 
sion to the family of your personal 
interest in them. For information write: 
Welcome Wagon Building, 685 Fifth 
AVenue, New York 22, New York. 


WELCOME WAGON 


INTERNATIONAL 


OUTSTANDING SELECTIONS 
——$————» OF 


DIAMOND WATCHES | 


with CRYSLER or 
NAME BRAND MOVEMENTS 


DIAMOND CASES 


To fit Name Brand Movements 











AVAILABLE TO RATED JEWELERS ON 3 OAY MEMO 





meee State Price Range Desired. 


CRYSLER WATCH CO. 


580 Fifth Avenue New York 36, N 
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CULTURED PEARLS 
A division of Movurice Goldman and Sons 
IMPORTERS 


tree New York NY 


Suite 9O3 Pl 7-5763-4 
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GLASS DISPLAY DOMES 
Package 1 Ea 


; ’ 3) 


Glass ‘'Protecto’’ Watch| 
Dome \ 
All Price Net ho ile F_ OB. Cl 
Write Tool oni ts j t sf ize 
Crystal Glass Tube & Cylinder Company 
7317 South Chicago Ave., Chicago 19, Ill 
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DAVID & IRA SCHNEIDER Inc. 


Mfg. Jewelers & 
Traders in Antique Jewelry 


MOVING 


To larger and more accessible quarters 


1192-6th Ave.i5S.£. Cor. 47th St.) 
New York 36, N. Y. 


After 40 years continuing to 
serve the Trade with: 
— Special Orders — 


Antique & Modern Jewelry on Memo 
Repairs—Restoring of Antiques 


Estates Purchased—All Requests Filled 























New gems, minerals hall opens at Smithsonian 


| 
. 
: 


es 
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Foshag, wife of the late Dr. Foshag, a Smith- 


sonian curator who was instrumental in assembling the magnificent 


gem and 


mineral collections, cuts the ribbon at the opening of the new “Gems and Min- 
erals” hall. Dr. Leonard Carmichael (white coat), Institution secretary, watches. 


The nugget that started the Cali- 
fornia Gold Rush moved into its 
new home July 31, in the complete- 
ly remodernized ‘““Gems and Miner- 
als”’ hall of the Smithsonian Insti- 
tution in Washington, D. C. 

With the famous nugget are the 
finest displays of rough, cut 
carved gem minerals available to 
the public in this country. Items: 
a single topaz crystal weighing 153 
lbs., a magnificent array of African 
diamond crystals, the largest cut 
alexandrite and peridot in the 
world. 

The hall, in the Natural 
History Building (one of the group 
of Smithsonian buildings on the 
Mall), was planned and designed 
under the direction of Dr. George 
Switzer. curator of the Mineralogy- 
Petrology division (he is author of 
JC-K’s annual “‘Diamond Industrv 
Review’’). 

A series of topical cases intro- 


and 


new 


duces the visitor to the mineral coi- 
lections and their history. A main 
section is devoted to a systematic 
display of minerals. The final sec- 
tion has four cases containing 
specimens from famous mineral 
One minerals contributor 
of note was Col. Washington A. 
Roebling, engineer who built the 
Brooklyn Bridge. Roebling had 
built up the largest and _ finest 
private collection ever assembled, 


locales. 


which bequeathed the 
Smithsonian in 1926. 

The history of the gem collection 
dates to 1884, when a Smithsonian 
curator assembled an exhibition of 
precious stones for the New Or 
leans Exposition. The preeminent 
position of the gem collection to- 
day is due in large part to the 
efforts of the late Dr. William F. 
Foshag, who was assistant curator 
of the Mineralogy and Petrology 
division from 1919 to 1948, 
head curator of Geology from 
until his death in May 1956. 
open 


Was 


and was 
1948 
His 
this 


wife cut the ribbon to 


new hall. 


Pennsylvania RJA postpones 
convention, show goes on 

Rain on the opening day of the 
Pennsylvania Retail Jewelers As- 
sociation convention and Pittsburgh 
Jewelry Fair caused many late ar- 
rivals, and show officials decided to 
forego the convention business ses- 
sions to allow jewelers maximum 
time to Christmas shop the exhibit 
booths at the Penn-Sheraton Hotel. 

Both the convention and election 
of new officers were postponed un- 
til Sept. 28. Scheduled meeting 
site was Hershey, Pa. 

Exhibitors reportedly wrote as 
much or more business than during 
the 1957 show. 
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s The parrot and the beautiful Japa- 
nese girl on whose’ shoulder he 
perches in the Toga Pear] advertise- 
ments have combined for enough new 
sales to make their sponsor, Maurice 
Goldman & Sons at 10 W. 47th St. in 
New York, enlarge its offices and 
showroom. Goldman attributes the 
success of its Toga Pear! line to the 
sporty advertisement, and to the 
firm’s increased sales efforts. 

es The annual! dinner of New York’s 
silverware and allied trades for the 
United Jewish Appeal was held Sept. 
30 at the Hotel Plaza in New York. 
Guests of hono were Judson C. 
Travis of Handy & Harman and Wil- 
liam Wagnitz of Engelhard Indus- 
tries. Dinner chairmen were Molly 
Gorer of R. H. Macy & Co. and Deb- 
orah Julich of Abraham & Strauss, 
both of whom were honored at last 
year’s UJA dinner. 

e Oscar M. Lazrus, president of Ben- 
rus Watch Co., has been named chair- 
man of the jewelry division of the 
USO Fund of New York for the 1958 
fall campaign. USO seeks $1.6 mil- 
lion from New Yorkers this year, to 
be used to support 267 servicemen’s 
clubs serving the men of 468 military 
bases in this country and overseas. 

# Brill & Colmes and Associates, 
jewelry auctioneers and sales special- 
ists, have moved to new and larger 
quarters in the same building at 47 
W. 45th St. in New York. The firm’s 
staff is being increased also. 

e John E. Mongillo, long-time New 
York retail jeweler, opened his own 
jewelry store at Salamanaca, N. Y., 
last month. Store name is Mongillo 
Jewelers. 

es Nat R. Hirschhorn, formerly with 
Louis Schein Co. in New York, is now 
associated with Savoy Watch Co. His 
sales territory will remain the same. 
e» The Installation Party held re- 
cently by the Jewelers 24 Karat As- 
sociation of Western New York heard 
Max Teibel, president of the New 
York RJA, discuss excise tax prob- 
lems, and what jewelers can do about 
them. Teibel served as installing of- 
ficer at the affair. Committee appoint- 
ments for the coming year were made 
by President Ray Staff. Committees 
and chairmen are: Auditing and 
Budget, Laura O’Grady and Leonard 
Priore; By-Laws and Parliamenta- 
rian, Arthur H. Hoyler and Maurice 
Fried; Sunshine, Al Cohn; Member- 
ship, David Dattner; Reception, Ray 
Staff; Grievance, Louis Dispenza; 
Publicity, Al Botham, and House, Ed- 
win Holecberg. Chairman for the Sep- 
tember meeting was W. Ray Hoover. 
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# Maury Ash, former vice-president 
of Gruen Watch Co. and president of 
the Gruen Watch Co. of Canada, has 
been appointed vice-president of the 
Diners’ Club, Inc. He will have pri- 
mary responsibility of instituting and 
creating additional services for the 
world-wide credit card organization. 
He will operate from the main Diners’ 
Club office in New York. 

e# David Schneider will move, after 
28 years at his 74 W. 46th St. loca- 
tion in New York, and after 40 years 
in the jewelry business, to the Jewel- 
ers Exchange Building at 47th St. 
and Sixth Ave. With the move, a new 
company will be formed, David and 
Ira Schneider, manufacturing jewel. 
ers and traders in antique and estate 
jewelry. Move is being made to pro- 
vide a more accessible location for 
display of the firm’s wares. 

a The Horological Society of New 
York heard and saw an illustrated 
lecture by Samuel R. Zickerman at 
its meeting Sept. 8 in the Empire 
Hotel grand ballroom. Zickerman, a 
certified gemologist and New York di- 
vision manager of Swartchild & Co., 
lectured on “Gemology.”’ 

= Edmond Blanc, vice-president’ in 


charge of U. S. operations for 


American Lip Corp., French manu- 
facturer of fine watches, has an- 
nounced plans for distribution of the 
Lip electric watch in this country in 
November. Lip also recently obtained 
the exclusive U. S. distributor fran- 
chise for French-made Hour Lavigue 
Clocks. Other Lip promotions set for 
this year: a new calibre movement, 
Lip R 100, which is only 13.5 mm in 
diameter; a complete line of 18K gold 
watches for men and women. 

es The Watchmakers’ Association of 
New Jersey got a roundup lecture on 
the various phases of ultrasonic 
cleaning at its monthly meeting Sept. 
9 at the Irvington House, Irvington, 
N. J. Lecturer was Henry B. Fried, 
watch authority (he is’ horological 
consultant for JC-K). Date for the 
annual dinner dance has been set for 
Nov. 2 at the Club Diana, Union, 
N. J. Bill Armstrong is dance com- 
mittee chairman. 

es Martin and David Loeb, father- 
and-son proprietors of Adels-Loeb, 
Inc., in Albany, N. Y., Joined recently 
with other merchants in a promotion 
which paid tribute to father and son 
combinations running Albany busi- 
nesses. The store was founded in 
1924, recently added a China Cup- 
board, a complete new room for dis- 
play of china, crystal and stemware. 
Cupboard also features sterling. 
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CULTURED 
PEARLS 
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EARRINGS 


at attractive prices 


1. 4K 
JACK J. FELSENFELD, Inc. 


9: Maiden Lane, New York 38, N. Y. 








OPALS 


FOR 
EVERY 
MOUNTING 


Manning Opal Corporation 


62 West 47th St., New York 36, N. Y. 
Plaza 7-4725 





Precious Stones 
LOOSE OR MOUNTED 
IN APPEALING 


RINGS 
STAR SAPPHIRES 
CAT'S EYES 
EMERALDS 
SAPPHIRES 
RUBIES 


A Large Selection 
of Choice Unmounted 
Semi-Precious Stones 
Memo Selection Sent Promptly 


Allan Caplan 


580 FIFTH AVE. 
NEW YORK 36, N. Y. 
PLaza 7-1560 








ENCRUSTERS 


Stone and Gold Seal Engravers 
Drilling, Precious—Semi Precious Stones 


HARRY BRAUNFELD 


Encrusting over a quarter century 
108 FULTON ST., NEW YORK 38, N. Y. 

















IN NEW ORLEANS 
ANTIN’S WILL PAY 
MORE FOR YOUR 


Antique Jewelry 


B because Antin's is located in a 
city that has for several centuries 
specialized in Antique Jewelry 
and Objects of Art. 


New Orleans is a “ready mar- 
ket''. Convention Visitors crowd 
this city daily. They look for 
antique items and buy them, too! 


Watches Wanted—Any Make or Age 


Highest prices are paid for Antique 
Jewelry, Watches, Platinum, dia- 
monds, Sterling, etc. Your package is 
kept aside, for 10 days, subject to 
your approval of our remittance. 
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ANTIN'S 


114 Bearonne Street 
New Orleans 12, La. 
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373 WASHINGTON ST. Ry 
BOSTON 8, MASS ~ 
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it’s A Knockout! 


New colors, new slogans, new ideas 
for your window! Only $8.70 monthly (> 
for o completely new window set-up 


each month lorge cards . . . small | 30 DAY 
cards displayers over 400 Free Trial 


matching price tickets. Write for . . . 


SdwinDaced inc. 150 West 46th Se. 


N. ¥. 36, Ci 5-3232 


TOP @& Hat 
CHARMS 


Seid only direst te Retaters 
WELLS MFG. CO. ATTLEBORO, MASS. 
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s Officers and directors of the Massa- 
chusetts & Rhode Island Retail Jewel- 
ers Association met Sept. 10 to draw 
up plans for a concentrated member- 
ship drive, which will be connected 
with the national drive of the RJA. 

es The new branch of Thomas Long & 
Co. at the North Shore Shopping Cen- 
ter in Peabody, Mass., was opened 
right after Labor Day by Sen. Philip 
A. Graham of Hamilton, Mass., who 
officially cut the ribbon. Walter 
“Scotty” Bain is new store manager. 
Roy Clark and Elizabeth West, both 
from Long’s Boston store, will be as- 
sociated with Bain. Donald Jones, 
formerly of Lawrence, Mass., is in 
charge of the watch repair and ser- 
vice department. 

es Town Jewelers, in Belmont, Mass., 
moved recently from 485 Trapelo Rd. 
next door, to larger, more modern 
premises. 

# Philip R. Lagerstadt, jeweler of 
Campello, Brockton, Mass., has just 
completed remodeling of a section of 
his store to make room for increasing 
importations of giftwares. 

es William “Bill” Fillebrown, jeweler 
of Weymouth, Mass., competed in the 
annual striped bass derby in Cape 
Cod. 

# Robert Freeman of Harts Jewelry 
Co., Inc., Quincy, Mass., has been lec- 
turing on gemology, with exhibits of 
many of his own creations. Both he 
and Mrs. Freeman manufacture gem 
pieces from rough stones. 

# Russell Hall, formerly in business 
for himself in Whitinsville, Mass., is 
now associated with Chatham Jewel- 
ers, Inc., Chatham, Mass. 

es The Mary Cheever Gift Shop at 
1217 Hancock St. in Quincy, Mass., 
was sold recently and is now being 
operated by William Meredith, who 
has retained the store name. 

s Kar! M. Leighton, jeweler of Rock- 
land, Me., has sold his store and has 
retired. 

s Mrs. Rose Marshall, head _ book- 
keeper with Travis-Farber Co., 909 
Jewelers Building in Boston, won first 
prize in a speedboat regatta recently 
with her new outboard motorboat, on 
Lake Winnepesaukee, N. H. 

se Henry Desjardins of Desjardins, 
jewelers in Beverly, Mass., was chair- 
man of that city’s Sea Fair over 
the week-end of Aug. 16. The affair 
raised more than $5,000 for various 
charitable organizations. 

# Morton Margolis has just opened a 
new jewelry concession in the Star 
Market on the Reading-Stoneham, 
Mass., line, named Redstone Jewelers. 
® Richard T. Marshali, Boston dia- 
mond merchant, was featured in the 
Rod and Gun column of the Boston 


ENGLAND 


Herald on Aug. 19, after he landed a 
tuna weighing 113.5 pounds on an 18- 
pound test line, which broke the 
world’s record mark of 62 pounds, set 
in 1930. 

es Irwin N. Greenberg of 301 Jewel- 
ers Bldg. in Boston, reopened his 
place Sept. 4 after a two-week train- 
ing cruise with the Naval Air Re- 
serve. 

#» B. Yaffee & Sons of 716 Washing- 
ton Bldg. in Boston, has hired a new 
salesman, Allan Thall, to cover New 
England and New York. Richard 
Yaffee, son of Bertram, who had 
spent the summer in the firm’s dia- 
mond department, has returned to his 
studies at Boston University, and will 
rejoin the firm in 1959. 

s Patrick Marino, Jr., of Marino & 
Son, 713 Washington Bldg. in Boston, 
is now out of the U. S. Marines after 
serving two years, and has returned 
to the firm. 

ws Albert Alie, of Alie’s Jewelry in 
Dover, N. H., has taken his sons into 
the business and changed the store 
name to A. E. Alie & Sons. 

#® Stanley Ceron, of 305 Jewelers 
Bldg., moved to Room 905, sharing 
space there with J. Rockman & Sons, 
and Paul Lifset, of Life-Set Dia- 
monds. 

es The Boston Jewelers Bowling 
League is seeking two more teams. 
With the D. C. Percival & Co. team 
now disbanded and E. H. Saxton Co. 
withdrawn, the League now has eight 
teams. Ten teams would be ideal, the 
League officers feel. Jewelry firms in- 
terested should contact Al Stack, sec- 
retary of the League, or any of the 
member teams. 

= The House of Leslie, jewelers, 1910 
Centre Street, West Roxbury, Mass., 
was sold to Anthony N. Critsley. The 
store will continue to operate under 
the same name. 

es Members of the New England 
Guild, American Gem Society, held 
their annual meeting, with installa- 
tion of new officers, at a dinner-dance 
at Robinhood’s Ten Acres, Wayland, 
Mass., on Sept. 13. Guests were wel- 
comed, and a big name orchestra sup- 
plied music for dancing following the 
dinner and business session. More 
programs are being lined up for the 
1958-59 season. 

® Rhode Island’s jewelry industry 
was well represented Aug. 14 at Fen- 
way Park, Boston, on the occasion of 
Rhode Island Day. In addition to en- 
joying a Red Sox game, the jewelry 
delegation, headed by Isadore Pais- 
ner, president of the Manufacturing 
Jewelers and Silversmiths of Amer- 
ica, Inc., presented jewelry gifts to 
the players. 
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=» The Chicago Jewelers Association 
has chosen Jan. 10, 1959, for its an- 
nual banquet date. The following 
committee chairmen have been ap- 
pointed to serve the Association for 
the 1958-1959 administrative year: 
finance, Fred J. Hertel of Elgin Watch 
Co.: membership, Vincent J. New- 
man of the Jewelers’ Board of Trade; 
trade extension, Ray Zelke of Na- 
tional Jeweler Magazine; good & wel- 
fare, A. C. Wilson of Handy & Har- 
man; golf, Alvin Lauschke of Handy 
& Harman; and social relations, Al 
Greene of Longines-Wittnauer. 

= Members of the Chicago Jewelers’ 
Club are enjoying the hospitality of 
the Chiselers’ Club during the re- 
modeling of their Club, which may 
take three months. The Chiselers’ 
Club, made up of dentists, adjoins the 
Jewelers’ Club in the Pittsfield Build- 
ing. 

® Alex E. Berke of Berke Jewelers in 
Elmwood Park, IIl., has been installed 
as president of the Jewelers’ Associa- 
tion of Greater Chicago. Installation 
took place at the group’s first fall 
meeting Sept. 10 at the Morrison 
Hotel. Alvin Levine, national director 
of field merchandising for the Watch- 
makers of Switzerland, gave a talk 
on “The Retail Jeweler and his Fu- 
ture.” 

es Albert Jacobs of Forstner Chain 
Co., current president of the Chi- 
cago Jewelers’ Club, is on a _ two- 
month vacation in Europe. First stop 
for Jacobs was London, then to Berne, 
Switzerland, Rome and Paris. 

# Bernard Zell, Chicago representa- 
tive of Jacoby-Bender Co., is top 
winner in the Illinois State Individ- 
ual Bridge Championships. Tourna- 
ment was held Sept. 4 at the Conrad 
Hilton Hotel. 

s Zinn’s Jewelry has moved to new, 
three-times-larger quarters at Sixth 
and Main Sts. in Joplin, Mo. Manager 
J. W. Higginbotham said the store 
has added camera, china and sterling 
lines. Store has five employees: Mrs. 
Faye Day, Mrs. Carl White, David 
Steele, Russell Custis and Sandy Fos- 
ter (Steele and Foster are new). 

s Appointment of four assistant 
managers and two credit managers 
within the B. C. Helzberg chain of 
Diamond Shop stores in Kansas City, 
Mo., have been announced by Presi- 
dent B. C. Helzberg. Martin Bass is 
new assistant manager of the Coun- 
try Club Plaza store, replacing How- 
ard E. Little, who becomes assistant 
manager of the 3132 Troost Ave. 
store. Jack Jacobs moves into the 
North Kansas City store; he replaces 
Gordon Applebaum, who is now as- 
sistant manager of the 3943 Main St. 
tore. New credit managers are Al- 
ert Hanes, at the 3132 Troost Ave. 
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location, and Earl F. Raab at the 
North Kansas City branch. 

e Willard Hull has been named man- 
ager,of Vernon Jewelers in Junction 
City, Kan. Hull has been in the jew- 
elry business since 1932. 

= Louis Yaseen, Chicago Heights, IIl., 
jeweler and optometrist for almost 50 
years, has retired from the jewelry 
end to devote his full time to optom- 
etry. His jewelry store, at 1616 Otto 
Blvd., has been purchased by Alan 
Kaket and Herbert Goldstone, own- 
ers of Rogers Jewelry in Harvey, IIl. 
New store name of the Chicago 
Heights store will also be Rogers Jew- 
elry. 

» Burton Selik has been promoted to 
branch operations manager and Sam 
Pearl to sales manager of Meyer Jew- 
elry Co., chain of Treasure Chest 
jewelry stores in Detroit. 

= William Stiefler has been named 
new manager of the jewelry depart- 
ment of Pilon Jewelry and Cameras 
in Champaign, Ill. Stiefler has been 
in the jewelry business for 40 years, 
is a registered member of the Amer- 
ican Gem Society. 

= Checel Jewelry, long-time jewelry 
firm in Cleveland, Ohio, has moved 
to 47 The Old Arcade from 423 Euclid 
Ave. 

e» Lewis Osterman of Osterman & 
Levy in Toledo, Ohio, has been elected 
to membership in the Antwerp Dia- 
mond Club, an international organi- 
zation primarily of diamond import- 
ers. Osterman is one of the few re- 
tailer-members. 

es Carl and Mary Hotovy have pur- 
chased C. & L. Jewelry at 24 N. Main 
St. in Three Rivers, Mich. New store 
name will be Carl’s Jewelers. The 
sellers, Mr. and Mrs. Charles Rowe, 
will retire from the jewelry business 
after 44 year-careers. 

=» Max Davis has purchased Sallan’s 
Jewelry in the Westgate Shopping 
Center near Toledo, Ohio, and has re- 
modeled extensively. He also owns a 
store at 3986 Monroe St. in Toledo. 

es Ten jewelers in downtown Toledo, 
Ohio, have teamed up with other 
downtown merchants in a “Ride-and 
Shop” promotion which provides cus- 
tomers with free bus tickets. Shoppers 
get coupons from any bus driver, turn 
them in at participating stores for 
free bus tokens with a given-size pur- 
chase. Jewelers are: The Berry Co.; 
Basch’s Jewelers; Dan-Chester Jew- 
elers; Kay Jewelers; Keidan’s Jew- 
elers; Leo Marks Jewelers: Neumann 
Bros. Jewelers; Osterman-Levey Jew- 
elers; Edwin G. Schirner; and Gor- 
don Taylor Jewelers. 

s Speidel Corp. has appointed Gunst, 
Kanow & Gannon, Ince., Chicago jew 
elry distributor, as sole and special. 
ized Speidel distributor in the middle 
northern states. 
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With everyday being a birth- 
day for someone, every day 
can be birthstone-ring selling 
time for you. 


Are your birthstone rings 
prominently displayed now ? 


For selling ideas and aids, wrue 
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Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 
Old Gold 
Platinum 
Fixtures, etc. 


Diamonds China 

Watches Silver 

Jewelry Antiques 
CALL COLLECT for CONSULTATION 


All Inquiries Strictly Confidential 


A. WEILER & CO. 
Established 1/880 
(Div. of M. Y. Finkelman Co.) 

29 E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 

REFERENCE: 


Your Local Bank 
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CROWN DUCAL Dinnerware FOLEY Bone China 
MASON'S Ironstone Ware BELLEEK China 
JOHN BESWICK, LTD. Ceramic Figures 


i29 Fifth Avenue, New York 3, N. Y. 





MADDOCK & MILLER, INC. 
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ENGLISH CHINA 
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EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., IRC. 
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WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 
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YOUR DOLLAR! 


Free! Catalogue of new jewelry window 
and store displays, fixtures, show case 
trims! Everything at low dollar stretch- 
ing prices! Write or phone today 
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e» Charles L. Wells of Charles L. 
Wells Jewelers in Jacksonville, Fla., 
was elected president recently of the 
Retail Credit Men’s Association. To- 
tal association membership is 700. 

» The Jewel Box, a new store, has 
opened at 353 W. Pike St. in Clarks- 
burg, W. Va. Owners are Bill Gran- 
lund, who will handle service and re- 
pairs as manager, and Gene Palma, 
local orchestra leader. Granlund has 
been in the jewelry business in 
Clarksburg for nine years. 

es Friedman’s Jewelers, southern 
jewelry store chain, opened its 58th 
store recently in Durham, N. C., at 


308 W. Main St. Firm was started 34 


vears ago in Savannah, Ga., by 
Abraham A. Friedman and his 
brother Benjamin, as a fully-credit 
operation. Today, Benjamin heads 
the Savannah division of the firm, 
while Abraham is in charge of the 
Augusta division. Stores extend from 
Virginia to Florida. 

es Stanley Prussack has been named 
manager of Zale Jewelry Co.’s new 
store at Willow Lane Shopping Cen- 
ter in Richmond, Va. Prussack had 
previously been manager or assistant 
manager of several other stores in 
the 102-store Zale chain. 

s Correction: An advertisement on 
page 36 of the September issue of 
JC-K incorrectly listed the address of 
Jack Caron Co. Correct firm address 
is 526 Iberville St., New Orleans 12, 
La. 


23,000 high school girls 
enter Reed & Barton contest 


The fourth annual April-June 
“Sterling for Graduation” contest 
sponsored by Reed & Barton Sil- 
versmiths drew almost 23,000 high 
school senior girls this year. Con- 
test is set up to increase dealer 
business. 

Each dealer who 
had at least one prize winner 
his store. 


participated 
from 
First grand prize, a 
complete service for eight includ- 
ing service pieces in a deluxe chest, 
Laura Turner of 
Birmingham, Ala., who entered 
through Bromberg’s Jewelry. 


was won by 


“Starter sets” for four were 
given to each of 25 second-prize 
winners. The 100 third prize win- 
ners received sterling dessert serv- 
ers, and the several hundred 
fourth - prize winners’ each _ re- 
ceived sterling lapel pins. 

All prizes were awarded in the 
pattern registered by the _ con- 


= Myron E. Freeman & Bro. has 
moved to 114 Church St. in Marietta, 
Ga. Main firm headquarters are in 
Atlanta. 


e Hyman “Hy” Quint, former man- 
ager of Roberts Jewelers on Monu- 
ment St. in Baltimore, Md., has pur- 
chased the entire assets of Arbutus 
Jewelers at 5423 E. Drive in Arbutus, 
Md. The store has been remodeled 
and a complete watch and jewelry 
repair department has been added, 
plus a large display for the new greet- 
ing cards line. New store name is 
Quint’s Jewelers. 


ws Ace Jewelers at 5414 E. Grand St. 
near Samuells Blvd. in Dallas, Tex.., 
has been remodeled, has a new store 
front and entrance, larger display 
area and more storage room. The 
firm, which has been in business 10 
serves 


vears, customers in East 


Dallas. 

s Joseph Donald Bennett, son of the 
owner of Bennett’s Jewelry in Bain- 
bridge, Ga., now heads the firm’s 
watch and jewelry repair uepartment. 
He is a recent graduate of Bradley 
University and the Bradley School of 
Horology. 

es The Winston-Salem Watchmakers 
Guild No. 1 held its regular monthly 
meeting for September at the Win- 
ston-Salem Y. W. C. A. on Sept. 11. 
Caldwell Day is president of the 
Guild; Bruce Elledge is secretary. 


testant as her 
ticipating dealer 
listing in the 

ment ad in Seventeen magazine. 


favorite. Each par- 
received a free 
contest-announce- 


Benrus is largest air-to-air 


missile launching-gear maker 
Contracts in excess of $3 mil- 
lion have been awarded Benrus 
Watch Co. for the manufacture of 
guided missile launch- 
Benrus the na- 


air-to-air 
ers. This makes 
tion’s largest producer of air-to- 
air missile launching equipment. 

The New York watch firm will 
be the producer of the 
newly-developed Aero 3B Side- 
winder missile launcher, includ- 
ing the electronic power supply. 

In another contract with the 
government, sJenrus has been 
given responsibility by the Civil 
Aeronautics Administration for 
the design and _ production of 
monitoring and control equipment 
used in navigational and contro! 


initial 


systems. 
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ws Moody’s Jewelry, at 1137 S. Har- 
vard St. near Tulsa, Okla., has com- 
pleted an enlargement and remodel- 
ing job which increases floor space 
by 300 per cent. It is Tulsa’s first— 
and largest—suburban retail jewelry 
store. 

e The San Antonio Watchmakers’ 
Guild held its eighth annual picnic at 
Starcke Park in Seguin, Tex., Aug. 
10. About 100 watchmakers with 
their families and friends attended 
the event. 

s Newman Jewelry Co. in Abilene, 
Tex., has been granted a _ $20,000 
Small Business Administration loan. 
® Case Jewelers in Dallas, Tex., 
owned and managed by J. E. Hill, has 
moved from 2227 Gus Thomason Rd. 
to new and larger quarters at 2363 
Gus Thomason Rd. 

e J. E. Willis, Jr., office manager for 
Everts Jewelers in Dallas, Tex., has 
been elected first vice-president of 
the Oak Cliff, Tex., Lions Club, said 
to be the largest Lion’s Club in the 
world. 

es Patrick J. Williams has joined the 
sales staff of Higginbotham Jewelry 
Co. in Dallas, Tex., and is covering 
the South Texas area. 

= Tom Brittain of Abilene, Tex., has 
joined Don Henderson-McKenna U!I- 
trasonics as sales representative cov- 
ering Texas, New Mexico and Loui- 
Sslana. 

# Ray Barbier has been appointed 
manager of the new Besse Jewelers 
in the Morgan City Shopping Center, 
Morgan City, La. 

es Leon Wyatt, owner of Wyatt’s 
Jewelry in Purcell, Okla., has in- 
stalled a new, modern recessed store 
front, which gives more window dis- 
play space. 

e Fred C. Klime of Alexandria, La.. 
has been elected president of the 
Louisiana Horological Association fo) 
the coming year. Other officers: Rich- 
art Nieto of New Orleans, vice-presi- 
dent; Donald Ward of Alexandria, 
secretary-treasurer, and Douglas J. 
Givens of Shreveport, trustee. 

es A new neon sign has been installed 
on Hale’s Jewelry in Yukon, Okla. 
Owner is Darrell Hale, who _ pur- 
chased the business last year from 
F. A. Svejskovy. It was established 
in 1916. Hale formerly was a partner 
of Winchester Jewelry in Shamrock, 
Tex. 

s Joel McLendon, member of TOLA 
Tumbleweeds, Southwestern Gift and 
Jewelry Traveling Men’s Association, 
has been promoted to Western Sales 
Manager of Jackson Vitrified China 
Co. in New York. 

ws Roy Dennis has joined the sales 
staff of J. R. Wood & Sons. Dennis, 
a member of TOLA Tumbleweeds, 


Southwestern Gift and Jewelry Trav- 
eling Men’s Association, is now sell- 
ing the firm’s diamond and wedding 
ring lines. 

#» Phil Zaglin Sales recently remod- 
eled their offices at 1710 Jackson St. 
in Dallas, Tex. 

es R. W. Jackson’s Jewelry in Black- 
well, Okla., recently held a fifth an- 
niversary sale and grand opening in 
its new location at 1095 S. Main St. 
Owner is R. W. (Bob) Jackson, who 
opened his store in 1953 at 119 W. 
Blackwell. 

es Betty Sykora, who has been em- 
ployed for six years in the credit de- 
partment of B. C. Clark Jewelers in 
Oklahoma City, Okla., was featured 
in the Oklahoma City Times recently 
as “This Week’s Times Office Beauty.” 
# Regal Jewelry, first jewelry store 
opened in Midwest City, Okla., re- 
cently moved from the Skytrain The- 
ater Building at 108a Mid-America 
Blvd. to a glittering new home at 205 
EK. Atkinson Plaza. Mr. and Mrs. Ed 
Burris, owners, were hosts at a re- 
cent grand opening. 

s Enrollment in the School of Watch 
Repair at Southwestern State College 
in Weatherford, Okla., totals 35 this 
semester, according to Dean L. M. 
Lewis. Recent graduates, who have 
passed the proficiency tests of the 
United Horological Association of 
America: Richard Adams of Perry, 
Okla., employed at Pauls’ Valley, 
Okla.; Melvin Barney of Oakwood, 
Okla., employed at Seiling, Okla.; 
Clarence Brune of Cherokee, Okla., 
employed at Wichita, Kans.; Fred 
Conkling of Norman, Okla., employed 
at Paris, Tex.; Carl Inman of Per- 
kins, employed at Wichita, Kans.; 
Herman Lankford of Lawton, Okla., 
employed at Lubbock, Tex.; Virgil 
Longhofer of Shattuck, Okla., em- 
ployed at Miami, Fla.; Ray Rogers of 
Clinton, Okla., employed at Clinton, 
Okla., and Ray Wardell of Weather- 
ford, Okla., employed at Weather- 
ford, Okla. 

es Ephraim A. Arredondo of San An- 
tonio, Tex., has been elected president 
of the newly-formed San Antonio 
Regional Jewelers Association. Or- 
ganized by retail jewelers of the San 
Antonio area, the new association has 
an initial membership of 35. Other 
officers: James E. Finch, vice-presi- 
dent, and Jack Bond, secretary-trea- 
surer. Directors are Dick Rheiner, 
Harold Folks, Leo Schaffer, Tommy 
Neill and Wolford Sadovsky. 

e® Carters of Pennington, a new 
jewelry and gift store at 66 E. Penn- 
ington St. in Tueson, Ariz., was 
opened in August by tobert N. 
Schwartz, a partner in Fields Jewel- 
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Watch Line 
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12 ASSORTED SYNTHETIC BIRTHSTONES. 


YOUR CASH COST 54¢ EACH! 
Retail Value $14.15. Our introductory offer No 
S-527K consists of | ea. beautifully facet cut 8 x 
10 mm octagon stones of Garnet, Kunzite, Aqua 
marine, White Spinel, Erinite, Alexandrite, Ruby, 
Peridot, Blue Spine!, Tourmaline, Topaz and Zir 
con (ALL 12 $6.45). If not satisfied, return for 
$6.95 refund. 


GRIEGERCS ING $823, Wairut street 
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MR. JEWELER 


GET MORE BUSINESS NOW 
GET ALL THE CASH YOU NEED 


, 


@ The right approach and ‘‘know-how’’ can lift 
your business out of the doldrums. That's what 
we did for 2 jewelers recently who grossed over 
$175,000 and $100,000 within 4 weeks, just 2 
of the many successful sales we planned and 
conducted. 

@ if you must raise cash through liquidation, 
sell surplus stock, stimulate business by a RETAIL 
or AUCTION sale, (or both), we will show you 
PROFITABLE results QUICKLY. Or, if you wish, 
we will buy your entire stock for cash. 


Write © Wire © Phone Collect 


No Obligation « In Strictest Confidence 


BRILL & COLMES 


and Associates, Inc. 


Auctioneers and Sales Specialists 
45 West 45th St., N. Y. 36 JU 6-2334 


Members Jewelers Board of Trade 





HAND-MADE 


Lealily 


rr 


Every piece ts solid gold 
and made by hand in the 
true tradition of the 
jeweler’s art 
Only George Ebertin can 
= sell genuine Ebertin Joa 
clip backs, ear clips @auaf 
and combination 
Clips 


RTF sy 
Write for catalog of sizes and styles 


Georges \Weveruaes 


562 5th Ave., N. Y. 36, N. Y. © Circle 7-2610 








Chatham Research Laboratories 
70—i4th St.. San Francisco 3, California 
Exclusive Growers of 


Chatham Emeralds 


REG. U.8. PAT. OFF. 
The Only Cultured Emeralds 
Available in the World 








ers in Tucson. Store manager is Jay 
Prigosin. 

#® Robert F. Daynes has been named 
manager of Daynes Jewelry Co. at 
128 S. Main St. in Salt Lake City, 
Utah. A grandson of the founder, he 
is the third Daynes to manage the 
store since its founding in 1862. He 
succeeds Alex P. Anderson. New as- 
sistant manager is A. Read Michel- 


ie Ta ASS 
Nae 


sen, who started in the jewelry busi- 
ness in 1923. 

es J. W. Levin has been promoted to 
manager of Zale Jewelry Co.’s Okla- 
homa City District. He has been with 
the company since 1944, has been 
manager of the downtown Zale Okla- 
homa City store since 1950. One duty 
will be to conduct merchandising ses- 
sions at Zale’s annual sales meeting. 


<P WEST COAST 


@® Mayfair Sales Co. at 315 W. 5th 
St. in Los Angeles was recently ap- 
pointed distributor for Seth Thomas 
Clocks. 

=» Corwin Co. in Los Angeles has 
been consolidated with Hall Distrib- 
uting Co. The new firm will be known 
as The Hall-Corwin Distributing Co. 
and will be located at 1060 S. Fig- 
ueroa St. All assets of the Corwin 
Co., a partnership of Louis Corwin 
and Mayer Greenberg, were pur- 
chased by The Hall Distributing Co. 
Corwin will continue in the new firm 
as chairman of the board; Mr. Green- 
berg as president, and Harold A. 
Haytin as vice-president. Other ex- 
ecutives: Howard Silden, general 
sales manager; Eric Staniek, con- 
troller, and N. C. Capper, assistant 
sales manager. 

s Harry B. Derian, jewelry designer 
and gem sculptor, has opened an office 
at 220 W. 5th St. in Los Angeles. 
Derian is the sculptor of the famous 
presidents’ heads collection in sap- 
phire. He will design original models 
in wax for the trade. 

e» Calan Co., 448 S. Hill St. in Los 
Angeles, has appointed Victor Cooper 
to represent the firm from Fresno to 
the Oregon border. 

# Sausalito Fair Gift 
opened in the lobby of the 
Powell in San Francisco. 

e» Morgan & Allen Co., 
jewelers at 657 Mission St. in San 
Francisco, displayed its new fall lines 
at the Leamington Hotel in Oakland 
Sept. 20-24. Tony Barante and 
Johnny Antonelli were in charge of 
the display. 

e The San Francisco Gem & Minera! 
Society, Inc., will hold its fifth annual 
fair Oct. 18-19 at the Scottish Rite 
Auditorium in San Francisco. 

s Jerome Raimist has been ap- 
pointed manager of the new West 
Coast office of Shriro, Inc., at 215 W. 
5th St. in Los Angeles. Raimist has 
been with the firm for over eight 
vears, four of which he spent in the 


Shop has 
Hotel 


wholesale 


Tokyo office. 

es A! Goldstein recently opened a new 
store, Aladdin Jewelers, at 6053 Mag- 
nolia Ave. in Riverside, Calif. 

es Gomez Manufacturing Co. at 657 
Mission St. in San Francisco held a 


meeting for its recently expanded 


sales organization July 28-31. Presi- 
dent Ralph D. Gomez and Ralph P. 
Gomez, vice-president and sales man- 
ager, presided jointly over the meet- 
ing. Salesmen who attended were: 
Leon Leonard, William MacDougall, 
William Moore, George Priest and 
Frank H. Smith, newest member of 
the sales organization, who will cover 
the Atlantic Seaboard and the South. 
es Loretz & Zenoit, Inc., manufac- 
turer at 657 Mission St. in San Fran- 
cisco, celebrated its 26th anniversary 
in August. Firm was founded in 
1932 by John J. Loretz and Alexander 
Benoit. 

es A watch repair and jewelry store 
was opened recently at 107 E. Serced 
St. in Fowler, Cal., by Roy Langwell. 
es Harry N. Wolfe Co., diamond im- 
porter, recently moved to larger 
quarters at 448 S. Hill St. in Los An- 
geles. 

a Joe Green, diamond dealer located 
at 707 S. Broadway in Luvs Angeles 
for the past 21 years, recently moved 
to new and larger quarters at 315 W. 
5th St. 
e F. A. Berner has moved to 1734 
Ellincourt Drive, Apartment 7, in 
South Pasadena, Cal., from 10974 
Roebling Ave. in Westwood Village, 
Cal. 

es Stewart’s Treasure House, large 
San Francisco jewelry firm, has open- 
ed a new jewelry salon at 580 Sutter 
St. Store will feature antique jewelry 
and oriental design art objects. On 
display during opening day was a 
jade screen dating to 1450 A.D. Store 
decor is contemporary with oriental. 
s Burt’s Jewelers has reopened its 
downtown store at 525 Pike St. 
Seattle, Wash. Patrick Cox Is 
manager. 

es Walter Herz, gem dealer in Los 
Angeles, Cal., has moved to the whole- 
sale jewelry trade district at 448 5S. 
Hill St.. Suite 701. Douglas Lewis is 
in charge of sales. Lola Bolton is 
office manager. 

e C. E. Morrison recently celebrated 
his 30th year in the jewelry business 
in San Pedro, Cal. He has been ac- 
tively associated with the jewelry in- 
dustry for 47 years, variously in Can- 
ada, Philadelphia and New Jersey. He 
started Morrison’s Jewelers in San 
Pedro in 1928. 








ther reductions in tariffs of up to 
ws © 20 per cent over the next four 
- > t . A t ts j | ¢ € XI 
Kxecu Ive ppomn ments years. 
Congress finally agreed to ex- 
. . tend the Reciprocal Trade Agree- 
ploneering engineering achieve- ments Act which provides al- 
ments on jet engines and rocket thoritv for up to () per cent in 
propulsion control devices. new tariff cuts. Amount that can 
be cut in any 12-month period for 
any commodity, however, Is lim- 
ited to 10 per cent. 











The measure also continues 
the President’s power to boost 
tariffs by as much as 50 per cent 
above the rate in effect on July 1, 
1934. 

Congress also tightened up the 
provisions of the act under which 

" industries damaged by foreign 
Robert E. Mohr , a ee 
imports can seek relief. The 


» enc} > S , . e} 1° 
Robert E. Mohr has been elected President must now consider the 


vice-president of United States 
Time Corp., manufacturer of 
Timex watches. Mohr will con- 
tinue as director of sales. 


economic welfare of any domestic 
industry, particularly substantial 
Everett M. Patterson unemployment, as it may bear on 
national security. 
: : Another new provision permits 
Eisenhower wins power to cut p | “ oe ney 
. - OnNZress, VV a WoO-tTAITaGS VOtTe, LO 
tariffs further until 1962 override the President’s partial or 
President Eisenhower, after a complete disapproval of a U. S. 
long and bitter fight, has won the Tariff Commission recommenda- 
power from a Congress ¢ to make fur- tion for relief of a U.S. industry. 





Only Fifth Avenue Creations offer: display cords {or 
every important 
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president of Avis Rent-a-Car, Inc. ~~ g PERMANENT 
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. ° s ; os with the 
subsidiaries. : ss ae ee a 
this Center Isle 


HERE’S the profitable way to ee 


sell Dresser Sets — and ONLY 

Eveiett M. Patterson has been ap- pin Avenue Creations can offes 

it to you! Superb quality, creative 
pointed vice-president of Indus- styling and magnificient packaging, 

Ss ; backed up by a high, healthy mark-up. 
trial and Defense Sales for Bulova AND NOW -—the sensational Center Isle 

‘ Merchandiser that gives you a compact, 
Watch Co. He will continue to Dresser Set Department to sell for you at 

; every special gift occasion — all year-round! 

serve as president and a director WRITE FOR COMPLETE DETAILS TODAY. 


of the Bulova Research and De- 
velopment Laboratories, posts he 
has held since September 1957. 


Patterson is credited with many 135 Fifth Avenue ¢ New York 10, N. Y. ¢ AL 4-9047 





STAINLESS, 
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All Three Patterns 
are perfectly 
balanced in heavy 
stainless. Every 
piece is made 
thicker at places of 
greatest wear and 
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All knives have 
forged blades with 
a serrated edge 
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clean cutting. 
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(16 pieces) hand- 
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Introductory Offer 
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Receive FREE 


4 SALAD FORKS 


EXCLUSIVE NATIONAL DISTRIBUTORS 
DIRICO INCORPORATED 
P.O. BOX 231,N. Y. 13, N. Y. 





Obituaries 











Oscar Goldberg, 70, president of 
Nuvel Manufacturing Co., New 
York watchcase-making firm, and 
elder brother of actor Edward G. 
Robinson, died Aug. 12. He was 
born in Bucharest, Rumania, had 
been in this country since 1905. 
He had been in the jewelry manu- 
facturing field for 30 years, be- 
longed to the Jewelers Square 
Club and the Golden Circle Club. 


Alfred J. Fisher, 70, retired mem- 
ber of Fisher & Co., manufactur- 
ing jewelers in Newark, N. J., died 
Aug. 4. He had been with the firm 
for 50 years before his retirement 


) years ago. 


William J. Toensmeyer, 60, retired 
vice-president of Frank  Her- 
schede Co., large retail jewelry 
firm in Cincinnati, died Aug. 21. 
He was head of Herschede’s dia- 
mond department for 30 years. 

Mark Seiden, 44, Los Angeles 
branch manager for A. Cohen & 
Sons Corp., died July 26. Seiden 
had been with Cohen for 20 years 
in various capacities, including 
assistant buyer of appliances in 
the New York office and New York 
City sales manager. He was trans- 
ferred to Los Angeles in 1955. 


William J. Rooda, 75, first presi- 
dent of the Northern Indiana Jew- 
elers Guild and a past president 
of the Indiana Watchmakers As- 
sociation, died recently. He had 
been in the jewelry business for 
60 years, for the past 29 owned a 
store in Gary, Ind. He was born 
in Holland. 


Mrs. Ada Court, one of the na- 
tion’s 15 women watchmakers, and 
for several years manager of the 
watch repair and service depart- 
ment of Thomas Long & Co. in 
Boston, died July 27. 


Richard Ronald John Copeland, 
76, former chairman of W. T. 
Copeland & Sons, Ltd., in En- 
gland, manufacturer of Spode 
china, died Aug. 22. He took over 
the firm in 1913, when its business 
was almost exclusively with Euro- 


pean royalty and nobility and 
with other extremely wealthy pa- 
trons, and broadened the market 
until today it has popular, world- 
wide distribution. He is survived 
by his widow, a former member of 
Parliament, and by his son, fifth- 
generation R. Spencer Copeland, 
who is now managing the firm. 
Homer Craig, 58, district sales 
manager for the Franciscan div!- 
sion of Gladding, McBean & Co., 
died July 28. He had been with 
the firm in the Portland, Ore., ter- 
ritory for 23 years. 


Jesse B. Vinehout, 71, one of the 
longest-active jewelers, watch- 
makers and engravers in New 
York State, died recently. He had 
been owner and proprietor of J. 
B. Vinehout Jewelers in Mechan- 
icsville, N. Y., for more than 50 
vears. 

Fred H. Wilkinson, 82, senior 
sales representative for Longines- 
Wittnauer Watch Co., died Aug. 
5. He had been with the firm for 
60 years, had witnessed virtually 
the entire history of the develop- 
ment of the modern watch. 


Mary E. Thomas, granddaughter 
of Seth Thomas, founder of the 
clock company bearing his name, 
died Aug. 15. 


Ben R. Apple, 60, Madison, Wis.. 
jeweler and former city commis- 
sioner, died Aug. 14. He had been 
a Madison jeweler since 1918, was 
a director of the Bank of Madison. 


U. S. will sell $2.1 million 
worth of stockpiled diamonds 


The is finally get- 
ting ready to sell some 55,000 
carats of gem-quality diamonds 
acquired originally for possible use 
as industrial stones. 

The diamonds, 47,049 carats of 
rough cuttable gems and some 
8412 carats of cut and polished 
have been valued at $2.1 


government 


stones, 
million, 
The General Services Adminis- 
tration says it will conduct the sale 
about Feb. 1 through competitive 
bidding, either by public auction 
or by formal advertising for sealed 
bids. 
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Coming Events 


OC TO BER 

4-6—Florida State Watchmakers 
Association convention, Golden Gate 
Hotel, Miami. 

16—Manufacturing Jewelers & Sil- 
versmiths of America, Inc., annual 
meeting, Sheraton-Biltmore Hotel. 
Providence, R. I. 


N O VEM BER 
7-16—Costume Jewelry 
Trade of New York Show, Hotel Gov- 
ernor Clinton. 
8-16—United Jewelry Show, Shera- 
ton-Biltmore Hotel, Providence, R. I. 


JAN U AR Y 

4-9—-Atlantic City China & Glass 
Show, Convention Hall. 

18-23—New York Lamp & Home 
Furnishing Accessories Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

25-28—Washington Gift Show, Ho- 
tel Willard. 


FEBRU AR Y 

1-12—Chicago Gift Show, LaSalle 
Hotel and Palmer House. 

22-26—Allied Gift and Jewelry 
Show (spring), Hotel Adolphus, Dal- 
las, Tex. 

22-27—New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing. 


MA R C H 

S-11—Denver Gift & Jewelry Show 
(spring), Hotel Albany. 

8-12—-Boston Gift Show, Hotel 
Statler and First Corps Cadet Ar- 
mory. 

15-18—Philadelphia Gift Show, 
Hotel Benjamin Franklin. 


MA Y 
17-22--New York Stationery Show, 


Hotel New Yorker. 


s@gitTy 
19-23—Retail Jewelers of America, 
Inc., Chicago convention and trade 
show. 


A U G US Tf 
9-13—Retail Jewelers of America, 
Inc., New York convention and trade 
show, Waldorf-Astoria Hotel. 
30-Sept. 2—Retail Jewelers of 
America, Inc., Pacific Jewelry Show, 
Statler Hotel, Los Angeles. 


Board of 


New diamond fancy cut 
is elliptical in shape 

It’s only once in a blue moon that 
a new diamond shape reaches the 
trade. “Oval Elegance,” introduced 
recently by Lazare Kaplan & Sons, 
630 5th Ave., New York, is one of 
those innovations. 

Elliptical, it is a modification of 
the conventional brilliant, with the 
same number of facets and pro- 
portion of weight above and below 
the girdle. It is made from crystals 
which might have been used for 
marquise-shapes, but its round 
ends save more of the rough. 

Lazare Kaplan long ago experi- 
mented with a few ovals. The new 
design was perfected during the 
last two and a half years by his 
son George, who heads the firm’s 


Oval Elegance is its name 


factory operations. The problem 
was how to standardize the produc- 
tion of precisely oriented facets; 
this was finally accomplished to the 
satisfaction of both the father and 
the two sons associated with him, 
Leo and George. 

The shape is said to increase the 
appearance of size and to be more 
brilliant than other fancy cuts. 
“Oval Elegance” is available in 
weights from 1/5 up. 


IRS rules all clock sales 
are subject to excise tax 


Clock sales are subject to the retail 
excise tax regardless of whether the 
elock is new, used, antique, or isn't 
even in working condition, the Inter- 
nal Revenue Service recently ruled. 

In addition, the IRS held, in reve- 
nue ruling 58-330, all cases and move- 
ments for clocks are taxable when 
sold separately at retail, regardless 
of whether they are new or used. The 
tax is applicable when an article is 
sold for use, rather than for resale, 
even though the same clock may have 
already been sold once in a taxable 
sale, IRS says. 
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Three new Artcarved sales repre- 
sy : F sentatives have been added to the 
a ersonne J. R. Wood & Sons sales staff: John 

Suydam will cover New York and 

a i. iA {A Vermont; Roy Dennis will handle 
Edward W. Mulligan has been ap- Oklahoma, Arkansas, northern Muis- 

pointed sales manager of sterling sissippi and northern Texas; Dewey 

MONEY CLIP silver flatware and hollowware for De Witt will cover Montana, Wyo- 


ming, Idaho, Utah and parts of Wash- 











Towle Silversmiths. He has. been 


$500 ,. $4900 


See the complete line of 
Anson Merchandise in ‘‘The 
1959 Becken Book’’ mailed 
October Ist to retail jewelry 


stores throughout America. 


a6. Beckon b0. 


CHICAGO 


22 W. MADISON STREET 





DENVER 


511 — 16th STREET 





NASHVILLE 


315 — 4th AVENUE N. 





CINCINNATI 


37 W. 7th STREET 





with the company since 1949. 


Robert D. Snyder is now Midwest- 
ern sales representative for the 
Quaker Silver Co., Inc. He was for- 


merly with Tuttle Silver Co. 


ach 


Robert Snyder 


Jared Wootton Richard Ogilvie 

Jared E. Wootton has been ap- 
pointed a field salesman for Hamilton 
Watch Co. A 17-year veteran in the 
jewelry trade, he will cover Wisconsin 
and operate out of Hamilton’s Chi- 
cago office. 


Richard B. Ogilvie has been named 
West Coast sales representative by 
B. A. Ballou & Co. He is past presi- 
dent of the Metal Finding Manufac- 
turers Association. 


Roland Forsyth Jr. 


Ralph Lewis Jr. 


Ralph J. Lewis, Jr., and Roland 
Forsyth, Jr., have been named district 
managers for Bell & Howell Co. 
Lewis will handle southern New Jer- 
sey and Pennsylvania. Forsyth will 
be in charge of southern Missouri, 
Illinois and parts of Indiana, Ken- 
tucky and West Virginia. 


ington and Oregon. 


Wallace B. Kaiser has been named 
retail sales manager in the North- 
east, a newly-created sales zone of 
Parker Pen Co. He will supervise 10 
account managers serving retailers 
from Pennsylvania to Maine (exclud- 
ing New York). 


Frank H. Gibb has been appointed 
sales manager of Forstner’s Canadian 
division, Forstner Ltd. His headquar- 
ters will be in Toronto. 


Norman Zimring has been  ap- 
pointed Southwestern sales represen- 
tative for K. Polishook & Son Corp. 
He will cover Texas, Oklahoma, Loui- 
slana and Arkansas. 


Chester Lieder will represent Flex- 
Let in southeast Iowa, Illinois. Mis- 
sourl and northern Arkansas. 


Chester Lieder 


Ronald Mick Arthur Kenn 


Gemex Corp. has made the follow- 
ing personnel changes: Ronald C. 
Mick, formerly manager of the South- 
western territory, has been trans- 
ferred to territory manager of the 
Midwest; R. Haskell Smith has been 
named Southwestern territory man- 
ager, and Robert Ryan has_ been 
named sales representative and assis- 
tant to the Southeast territory man- 
ager. 


Arthur L. Kenn has been appointed 
consumer products manager of the 
Alkaline Battery division of Gulton 
Industries, Inc. He will handle na- 
tional sales of “Life-Lite,” Gulton’s 
new rechargeable flashlight and first 
consumer product. 
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Gruen Claims ‘Thinnest Watch’ 
In Three New Men's Models 


Gruen is now 
making what it 
calls “the world’s 
thinnest watch 
for men” in its 
factory at Bi- 
enne, Switzer- 
land. Three mod. 
els range in re- 
tail price from 
the stainless- 
steel-cased “Ex- 
ecutive’’ at 
$59.50 to the 
ISK - gold - cased 
“Nobleman” at 


$195. U 


Flex-Let's TV Ad Campaign 
Aims at ‘Big Market Coverage’ 


Flex-Let Corp., 580 Fifth Ave., 
New York, has launched a television 
advertising campaign designed to 
give its “Fashion Angle” watch band 
what the company calls “big market 
coverage.” 

Starting Sept. 8, viewers in 20 ma- 





jor television areas will be exposed to 
the “Fashion Angle” promotion on 
the more popular TV programs of the 
participating stations. Negotiations 
are under way to add more markets 
and thus assure nationwide coverage 
the company said. 

Areas covered by Flex-Let’s TV 
promotion program this fall include 
the following cities: | 

Richmond, Lynch 
burg, Chattanooga, Tulsa, Evansville, 
Jacksonville, Memphis, Dallas, Ft. 
Worth, Augusta, Durham, Raleigh, 
Jackson, Hattiesbure, 
Cleveland, 


Svracuse, U 


Rome, Roanoke, 


(;reensboro, 
Birmingham, Greenbay, 
Omaha, Houston, lladelphia and 
Minneapolis. There wi be more 
added, the company emphasized. 


Make It Move by Moving It, 
Says Vue-More Catalogue 


To increase sales, dramatize dis 
plays, says Vue-More Corp.’s new 
catalogue. 

The catalogue explains the me} 
chandising benefits retailers can ob 
tain from motion display. Included 
are turntables, motor boxes, ceiling 
turntables, rotating electrical outlets, 
tier structures, and slow-speed anima- 
tion motors. Mechanical details also 
are described for technically-minded 
retailers. 

Krom Vue-More Corp., 601 W. 26th 
St., New York. 


Remington Rand Offers Electric 
Adding Machine in New Design 


Its new electric adding machin« 
(model 93) is styled to fit into the 
decor of the modern office and incor- 
porates new operating advantages, 
claims Remington Rand. 

The new model gives instantaneous 
response to a light but positive toucn 
and thus allows rapid calculation 


without the risk involved in operating 
“hair-trigger” keyboards. All feature 
keys — subtract, multiply, non - add, 
correction and add-total—are electr 
fied and arranged within the normai 


span of an operator’s hand. Machine 


is available in green, sage, white 0! 

oray. 
Brochure 

from Remington 


Rand division of 


Sperry Rand Corp., 315 Fourth Ave., 


New York. 


New ‘Princess’ Window Display 


wow 


new mover 


Princess window display can serve 


two separate promotion purposes by 

changing the display card and insert 

ing appropriate ring merchandise. 
The display features two _ selling 


cards and a triangular base made 


from foam plastic, slotted for rings 
The cards are quickly interchange 
able: One card features Princess wed- 


(A-1163) is available 


Travel-Time Clock Display Free 
With Purchase of 12 Alarms 
“Travel-Time”’ 
display ls free to 
retailers with the 


SETH THOMAS 
J trigh tock 
purchase of any 
12 Seth 
trave 


Thomas 
| alarm 
clocks. 

The clocks re- 
tail from $9.95 to 
$14.95. The com 
pany’s suggested 
assortment con- 


sists of LWo of 


each mode! and 
I 


has a total retal 
value of $133.40. 


Keystone, $162.76 


Eight Silverware Company Ads 
In October Seventeen Magazine 
Fight 
have placed more than seven pages 
of advertising in the October issue of 
magazine has 


silverware manufacture! 


Seventeen, the 
nounced. 

The 7% pages of ads include 
four-color pages, one two-colo! 
four black and white pages a! 
one-quarter page. 

Manufacturers represented are Wa 
lace, Reed & Barton, Lunt, Alvin, 
Gorham, Towle, International Ste 
ling and Kirk. 


Has Dual Promotion Purpose 





ding rings; the other demonstrate 
the Improvement that can be made 
re-setting an old family diamond 
a modern Princess mounting 
In addition, free newspape! 
to promote remount busines 
available. 

Krom S. H. Clausin & Co., 


12th St., Minneapolis. 








Silver Stripes Available 
For Decorating Jewelry 


To enhance the appearance of cos- 
tume jewelry, jewelry cases, com- 
pacts, cigarette boxes and other prod- 
ucts, silver strips clad to a contrast- 

brass base metal are now avall- 
able. 

The fine silver or sterling-quality 
silver stripe is permanently bonded 
to the base metal in single or mul- 
tiple widths up to a total of six 
stripes per flat length. The silver 
comes in varied thickness, up to one- 
half the overall thickness of the ma- 
terial. The base brass is available in 
widths up to 3% inches and thick- 
nesses up to .060 inch. Other base 
metals are also available in flat 
lengths or colls. 

Bulletin (PRE-4) is available from 
manufacturer: General Plate division, 
Metals & Controls Corp., Attleboro, 
Mass. 


GE's All-Transistor Portable 
An ‘Operation Upturn’ Special 

Designated as an “Operation Up- 
turn” special, this General Electric 
all-transistor portable (model P755) 
has a cabinet which the company says 
is unbreakable in normal use. 

Styled in gray, it has a luggage- 
type folding handle and a flat tuning 





disk with two raised nibs at Conelrad 
frequencies for easy selection in the 
dark. It retails for $29.95. Carry- 
ing case and earphones are extras. 

Contact Housewares and Radio Re- 


ceiver division, General Electric Co.. 
1285 Boston Ave., Bridgeport, Conn. 
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Educational Booklet Tells Story 
Of Gold Filled Process, Products 


Gold Filled, an educational booklet 
which tells the story of gold filled 
metal and the industries which use it 
to fashion and create a variety of 
products, is now being distributed to 
the jewelry trade. 

The booklet tells the history of the 
industry and the story of “Old Shef- 
field,” a process used in producing 
the first gold filled material in 1817. 

Included is an explanation of how 
gold filled sheet, wire and tubing are 
made; illustrations of the variety of 
men’s, women’s and children’s deco 
rative and functional adornments 
which are fashioned from gold filled; 
a retail selling guide and suggestions 
as to how both retailers and manu- 
facturers can easily trade-up to the 
quality of gold filled; a capsule de- 
scription of all of the current U. S. 
Government Standards and the 
changes which became effective Jan. 
1, 1958. 

Free copies from Gold Filled Manu 
facturers Association, 213 Bates 
Building, Attleboro, Mass. 


Special ‘Idea Book’ Available 
To Aid in Ring Merchandising 


a ie 


" — 
. pe 


In addition to its regular annual 
catalog of Dason Rings, Davidson & 
Sons is offering to retail jewelers 
this year a 24-page idea book with 
hints for ring selling through win- 
dow merchandising and newspaper 
advertising. 

Both books are printed in full color. 
The catalog features a special section 
the jeweler can use as an auxiliary 
to his regular stock by selling di- 
rectly from it. 

Both books are available free by 
writing to Davidson & Sons Jewelry 
Co., Inc., 20 W. 47th St., New York. 


Gemex Offers Counter Displays for new Gift-Packaged Bands 
x / 


These new self-service displays 
have been developed as a result of 
Gemex’s new packaging concept. Fol- 
lowing a consumer survey, Gemex 
found that there was a vast market 
for metal watch bands among gift 
buyers. They therefore designed a 
Stylour plastic package with an eye- 
catching oblique cut to take advantage 
of impulse sales in the untapped gift 
market. 

Previous watch band packaging, 
the company pointed out, necessitated 
the use by a jeweler of either a chip- 
board box, his own box, or some other 
method of overwrap when purchased 
by the consumer. However, Gemex 
says, its new packaging concept will: 

@ Provide a luxurious, high fash- 
ion package for the jeweler which can 
be attractively displayed. 

@ Take advantage of impulse sales 
in the big untapped gift market. 

@® Take advantage of counter 


space and window space and yet pro- 
tect the product. 

@ Allow the product to be easily 
examined by the consumer without 
complicated handling by the dealer. 

@ Hold the line cost-wise and thus 
avoid increases to retailer and con- 
sumer. 

So that each jeweler can feature 
such stock as he wishes, Gemex has 
made its new counter displays com- 
pletely flexible by carrying standard- 
size packaging for all the watch 
bands. Thus, changes of style can be 
made as often as the jeweler desires. 

The 3-on display (A-63) is easel- 
backed and coral-colored. The 36-on 
(A-65) has three tiers, is made of 
lightweight plastic, holds 18  pack- 
aged bands on each side and rotates. 

The displays are free with a 3-on 
or 36-on assortment. Both can be 
used in either counter or window. 

Contact Gemex Corp., Union, N. J. 
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New Tray-Top Chest Comes 
With Gorham Flatware Offer 


A new solid mahogany chest with 
a top that can be used as a serving 
tray is being offered by the Gorham 
Co. with its silverplated flatware line. 

The chest is lined with a tarnish- 
resistant Pacific cloth removable pad. 
Its top, or serving tray, has an alco- 
hol- and stain-resistant finish. 

To introduce its new _ tray-top 
chest, Gorham is making the follow- 
ing special offers: 52-piece service 
for eight at $94.95 retail (regular 
$116.20), $113.94 Keystone; 76-piece 
service for 12 at $126.95 retail (regu- 
lar $160.80), $152.34 Keystone. 

As a bonus, Gorham is also giving 
free with each 52- and 76-piece ser- 
vice a hollow handle pie server, 
gravy ladle and cold meat fork (a 
$13.50 retail value). The offer ap- 
plies to all silverplate patterns. 


Ear Clip Has Contour Design 
For Maximum Security, Comfort 


New ear clip (model 762) has con- 
tour design for maximum ear lobe 
clearance and comfort, traction-de- 
signed head for security and ful!- 
length ribbed center leg which gives 


reinforced spring tension and long 
life. 

Available assembled or unassembled 
in 14K and 10K gold and in 12K 
gold filled. 

From W. R. Cobb Co., 101 Sabin 
St., Providence, R. I. 
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New Feature Display Presents 
“His and Her" Diamond Rings 


Feature Ring is offering a “Dia- 
mond Threesome” display for Fea- 
ture Lock sets, each with matching 
groom’s diamond wedding band. 

The promotion is supported by ad- 
vertising in Life, plus a complete 
newspaper ad mat service and envel- 
ope enclosures for the jewelers. 

Newspaper mats and window dis- 
plays are also available to support 
its “Emerald Fire” promotion pro- 
gram, Feature Ring announced. 

“Emerald Fire’ was_ introduced 
early this year. It is an innovation in 
diamond setting created by Henry 
Peterson, president of Feature Ring 

“Emerald Fire” settings utilize 
four baguette side diamonds set part- 
lv under a baguette or emerald-cut 
center to create the luxury look of 
one large emerald-cut diamond. Tests 
by the American Testing Laborator- 
ies, Inc., a private testing company, 
show that the “Emerald Fire” set- 
ting can make an ordinary baguette 
or small emerald-cut diamond appear 
93.4 per cent larger and 8&1 per cent 
more brilliant, the campany says. 

Contact your wholesaler or Feature 
ting Co., Inc., 130 W. 46th St., New 
York. 


New ‘Silver Touch’ Polish Comes 
In Push-Button Spray Container 


“Silver Touch,” a polish that comes 
in an aerosol container and can be 
applied directly to silverware, has 
been introduced by Glenwood Prod- 
ucts Corp. 

The company says that “Silver 
Touch” contains a “miracle formula” 
that cleans and polishes in one opera- 
tion and leaves no film; it cannot cake 
or harden in crevices; and because 
the amount of polish dispensed can 
be accurately controlled and spread 
evenly over wide areas, a_ small 
amount can go a long way. In addi- 
tion, it is pleasantly scented. 

The manufacturer claims “Silver 
Touch” is the first and only silver 
polish marketed in an aerosol con- 
tainer. An 1l-ounce container retails 
for $1.69. 

From Glenwood Products 
Box 74, West Englewood, N. J. 


Corp., 


Foster ‘Silent Salesman’ Display 
Holds 12 ‘Genuine Stone’ Sets 


This “silent salesman” display 
comes with order for 12 men’s sets by 
Foster Metal Products. 

Retailing at $5.95, each set has 


genuine stones, including onyx, Swiss 
lapis, goldstone, aventurine, mother- 
of-pearl, and cultured pearl. 

Unit costs $60 Keystone. 
your wholesaler. 


From 


Ring Catalogue, Samples Offered 
Jewelers as Direct Selling Aids 


To give legitimate jewelers an op- 
portunity to sell college rings without 
maintaining a large stock, the College 
Seal and Crest Co. is offering a cat 
alogue from which jewelers can orde: 
rings as they sell them, one at a time 
The catalogue pictures rings of more 
than 100 colleges. 

The company also furnishes free 
a ring display with representativ: 
samples. Mats, selling hints, sample 
ads, window and show case displays 
cards also will be sent free on request. 

The company also offers a catalogue 
of its charms and keys. Contact Col 
lege Seal and Crest Co., Cambridge, 
Mass. 


New Window Display Proclaims 
"World's Thinnest Pocket Watch’ 





a THE THINNEST 
POCKET WATCH IN THE WORLD 
May fcr ar 95 


Guero feed 
FOR Lire 


Fe f 


window display holds 


Counter or 
three Mayfair pocket watches. 

Called “the thinnest pocket watch 
in the world,” the Mayfair retails 
for $9.95. It is shock protected, ele 
tronically timed and has a mainspring 
that is guaranteed for life. 

From your wholesaler or Nanasi 
Co., 11 E. 48th St., New York. 





Wyler Offers Display 
For ‘Navigator’ Introduction 


This gold-colored three-dimensional 
display is supplied to jewelers to sup- 
port the Navigator Deluxe by Wyler. 

The waterproof watch features a 


l\0-karat r.g.p. top, a shock-resistant 


Incaflex balance wheel, unbreakable 
mainspring and sweep second hand. It 
retails promot iona Ihy for $39.95. 

Contact Wyler Watch Corp., 131 E. 
23rd St., New York, N. Y. 


Gift-Boxed ‘DeepSilver' Set 


Saves Customer Chest Cost 
By merchandising their 
Homemaker Bonus set in a gift box, 


Holmes & Ed- 


ive dealers’ custom- 


1S-plec e 


lle) tnan a chest. 


five *““DeepSilver” 
for $ “> 


SLOO. Be ‘“nurchase-now-ap- 


also receive 
poons, a butt knife and a 
ivar shell worth $11 as a bonus. 
s actually makes the set a 52-piece 
vice for eight. Merchandising aids 
are available. 
Contact Holmes & Edwards divi- 
ion, International Silver Co., Meri- 
den, Conn. 
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Cathedral Doors Box 
New Display Innovation 


This newly designed Cathedral 


Cross box is molded in stark white 


with doors in an antique white finish. 
It can be displayed standing with 
its doors open, lying down, on an 
easel frame with open doors, or hung 
on the wall by its keyhole slot. Box, 
as pictured, contains beveled, en- 
graved cross and chain in 10K gold. 
Contact Philips Mfg. Co., 31 De 
Bevoise St., Brooklyn 6, N. Y. 


G-E Solves 'How Much Coffee 
Left in Pot?’ Problem 


A new “Peek-A-Brew” automatic 
coffeemaker, with a transparent tube 
outside to indicate the amount of 
fluid inside, will soon be available to 
retailers. 

The tell-tale device makes it easie} 
to measure the amount of water put 
into the coffeemaker and simplifies 
the problem of telling how much cof 
fee is left. Suggested retail 
$19.95. 

Contact General Electric, 1285 Bos 
ton Ave., Bridgeport, Conn. 


price: 


Craftsman Offers Free, 
Compact Billfold Department 


Retailers can now have a billfold 
department in two square feet of 
counter space with this free display 
from Craftsman. 

“The Showmaster” displays eight 
to twelve ladies’ and men’s billfolds, 
with a compact storage department 
to hold reserve stock. 

Constructed of masonite, it has a 
pilfer-proof glass cover, sliding tray 
and rubber-tipped legs. 

Contact Craftsman Billfolds, 
Fifth Ave., New York 16, N. Y. 


of the six watches is $44.70. 


sell clocks, 
glass, ete. 
JC-K, 56th & Chestnut Sts., 


delphia, Pa. 


Farrington Designs New Box 
To Display Elgin Watches 
Illustrated is the new plastic box 
as designed for Elgin watches. It has 
a streamline contour with the front 
of the bottom shell opened and slanted 
to provide a plaque for the name. The 


construction with cut-away front is 
such that the watch seems to be sus- 
pended in the air. An aluminum strip 
enhances the beauty of the cover and 
holds the price tag in position. 

The box was designed and made by 
Farrington Mfg. Co.. Needham 
Heights, Mass. 


“Space Rocket" Display Card 
For Westclox New ‘Scepter’ 


Westclox has announced a _ sturdy 
new watch for the ‘‘youth” market. 
The “Scepter” with leather strap re- 
tails for $6.95, and with metal ex- 
pansion band for $7.95. 

The watch is shock-resistant and 
has non-breakable mainspring, dust- 


Kew 


WESTCLOX . 


WATCHES 


FROST RET STARI 
Peiasmiss Stel See 
anti. Baga nie 


chrome top 


protected crown, 
stainless-steel back, and easy-to-read 
dial. 

The counter-top 
display card carries six 
three with leather strap and three 
with expansion band. Retail value 
Display 


Canc. 


“Space mockKket 


scepters 


is free. 
Contact Westclox Division, Genera! 
Time Corp., La Salle-Peru, III. 


“Fitting Into the Selling Picture,” 
) 


containing 32 pages of selling facts, 


will teach your holiday help how to 
watches, silver, china, 
Price: 50¢ per copy from 


Phila- 





More TV, Magazine Ads Bolster 
Bulova's ‘Biggest’ Campaign 

Three additional network television 
buys for this fall have been an- 
nounced by John H. Ballard, presi- 
dent and chief executive officer of the 
Bulova Watch Co. 

Dave Garroway’s Today, seen each 
weekday morning from 7 to 9; The 
Jack Paar Show, on from 11:30 p.m. 
to 1 a.m. every weekday; and NBC’s 
The Huntley-Brinkley Report news- 
cast, seen weekday evenings from 
6:45 to 7, round out Bulova’s Christ- 
mas TV campaign. The company had 
previously announced co-sponsorship 
of Dragnet, M-Squad, and the new Ed 
Wynn Show. 

In addition, in what it calls “the 
biggest fall-Christmas advertising 
campaign in the history of the entire 
watch and jewelry industry,” Bulova 
has begun an extensive magazine ad 


schedule. On Sept. 30, a full-page 
black and white ad appeared in Look 
magazine and a similar full page ad 
will be in every issue through Dec. 9. 
In the Dec. 23 issue of Look a four- 
color, two-page spread has been order- 
ed. Starting Oct. 13 and weekly there- 
after through Dec. &, a full-page ad 
will appear in Life. On Dee. 15 a 
four-color, two-page spread will cli- 
max these insertions. From Oct. 22 
through Nov. 22 The Saturday Eve- 


ning Post will carry a full-page ad 


and on Dec. 13 a special four-color, 
two-page spread. Full pages will run 
in the November and December issues 
if Hbony with a double page spread 
ippearing in the January issue. 

Timed to launch its “Goddess 
Time” series, Bulova’s advertising ef- 
fort will emphasize these 17-jewel 
watches which retail from $39.75 to 
$59.50. 

“An extensive Goddess of Time 
promotion program will be in the 
hands of jewelers before Oct. 23 to 
tie in with the national advertising 
program,” Tad Jeffery, director of 
advertising said. “Bulova’s Christmas 
mat service, displays, direct mail, 
dealer TV and radio services, and 
other sales promotion efforts will re- 
flect this same dynamic and aggres- 
sive advertising planning,” he added. 
Contact sulova Watch Co., _ Ine., 
Flushing, N. Y. 


ILAR-KEY 


K & D Manual on Staking Tools 
Available to Watchmakers 

New manual available to jewelers 
gives detailed explanations on how to 
use K & D staking tools, punches, 
stumps and attachments most effi- 
ciently and economically. 

The 36-page booklet is designed to 
aid the experienced watchmaker as 
well as the beginner. K & D, manu- 
facturers of watchmakers’ tools since 
1876, has included a complete list of 
their products in the manual. 

From your material supply house 
or Hammel, Riglander & Co., Ince., 
Box 100, Madison Square Station, 
New York 10. 


Established 1867 


Rocket Catalogue Illustrates 
Variety of Ring, Other Boxes 


Catalogue illustrating its line of 
boxes is now available from Rocket 
Jewelry Box Ine. 

Illustrated in two-colors are heart- 
shaped ring boxes, classic designed 
watch boxes, engraved pendant, charm 
and earring boxes, unbreakable plas- 
tic ring trays, pen and peneil display 
packages and boxes with a patented 
device that makes display at any 
angle possible. There is also a spe- 
cial section of wedding ring boxes in 
various designs and shapes. 

Through wholesalers, from Rocket 
Jewelry Box, Inc., 125 E. 144th St., 


New York. 


You'll congratulate yourself 
for accepting the suggestion 
to ship your old gold, gold 
filled and plated scrap, op- 
tical frames, bench sweeps, 
sink settlings, filings and pol- 
ishings to Goldsmith Bros. 

Fellow jewelers who have 
“tried them all” find that it 
pays to ship to Goldsmith 


Bros....where 91 years of ex- 


perience as specialists in the 


precious metal field insures 
them (and you) of the max- 
imum in returns... checks 


that satisfy. 


pbdamilhe Bros 


SMELTING & REFINING CO. 


111. N. Wabash Avenue, Chicago 2, Ill. 
OAKLAND 


° 74 W. 46th Street, New York 36, N.Y. 





Anniversary Pearl Necklaces 


Come in Box Display of Six 


Display 


unit 


(No. 





66) 


holds 


SIX 


boxed Anniversary necklaces, with 
natural pearls and 14K gold chains. 
Unit price is $60 Keystone. Through 
your wholesaler from Anniversary 
Pearl Co., 48 W. 48th St., New York. 


Gemex Concentrates TV Effort 
On New Show: ‘Concentration’ 

Gemex began sponsoring a new 
television show called Concentration 
on the NBC network Aug. 25. 

The show is telecast Monday 
through Friday at 11:30 a.m. (EDT). 
taking the time-slot of Truth or Con- 
sequences. 


As prizes, the company is giving 


“We area neighborhood jeweler, using 


a Model GT ENGRAVOGRAPH. This 


machine has paid for itself in two 


months, and has been our best invest- 


ment to date. I find it very easy to use.” 


Mrs. O. E. Dick 


Dick’s Jewelry — Kansas City 10, Mo. 


it’s easy money with 





the tracer-guided 
portable engraving 
machine anyone can 
operate—more than 
16,000 jewelers have it! 


Send for booklet 


mew hermes ENGRAVING MACHINE CORP. 
13-19 UNIVERSITY PLACE, NEW YORK 2. 


JEWELERS' CIRCULAR-KEYSTONE 


away 14K gold bands: “Golden Con- 
tessa”’ for the ladies ($45 retail) and 
“Ambassador” for the men ($165 re- 
tail). 

“We anticipate having an enormous 
home audience as Concentration is 
strategically placed in a spot where 
viewing patterns have been well es- 
tablished,” William B. MecLaird, vice 
president of marketing, said. 


Timex Offers Character Watches 
From A (Alice) to Z (Zorro) 


Timex’s character watch assort- 
ment (No. 36) contains something old 
and something new. 

Back again are the old favorites: 
Mickey Mouse, Hopalong Cassidy, 
Donald Duck, Cinderella, Snow White 
and Alice in Wonderland. Added is 
that swashbuckling, Gonzales-terrify- 
ing, Spanish Robin Hood himself— 
Zorro. 

Display, above, holds six character 
watches, all of which are shock resis- 
tant, have unbreakable crystals, 
chrome bezels, washable straps, stain- 
less steel backs and retail for $6.95. 

Contact Timex, United States Time 
Corp., 375 Park Ave., New York. 


1847 Rogers’ Combination Offer 
Includes 52 Pieces Plus Platter 


A special fall combination offer ot 
flatware and hollowware is being made 
by 1847 Rogers: A 21-inch service 
platter will retail for $1 with pur- 
chase of a 52-piece service for eight 
at a reduced price of $79.75. 

Open-stock value of flatware and 
dinner dish is $118.50 ($101 and 


$17.50, respectively). For a limited 
time consumers can purchase the com- 
bination for $80.75. 
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Universal Introduces Cordless 
Shaver with Power Unit 


Designed by Raymond Loewy, the 
new Universal cordless electric shaver 
with its self-contained power unit 
needs no electrical connections and 
can be used anywhere. 

Weighing 6% ounces, the shaver 
has a precision chrome-plated head 
with what is said to be the thinnest 
screen of any electric shaver. The 
blades are self-sharpening and self- 
aligning and cut at a rate of 300 cuts 
per second. 

The power pack consists of four 
small-size batteries with a life of 
three to four months. 

Packed in a gift-display package, 
above, the shaver comes with a leather 
protective bag. Retail price, $16.95. 

From Landers, Frary & Clark, New 
Britain, Conn. 


Mido Uses Full-Page ‘Life’ Ad 
To Kick-Off Big Fail Promotion 


Spearheading Mido’s fall promotion 
program will be a full page ad in the 
Nov. 24 issue of Life. 

Headlined “Give the Watch You 
Never Have to Wind,” the ad stresses 
Mido’s continuing promotion theme 
(Mido devotes its entire production 
to self-winding watches). 

Jewelers are offered a complete 
program of selling aids including a 
new group of five full-color, 40-second 
films for showing in local theaters 
and drive-ins (one-third of the film 
provides for the jeweler’s own per- 
sonalized message), five new 20-second 
TV films, an expanded newspaper 
mat service, counter cards and en- 
velope stuffers. 

From Mido Watch Co. of America, 
Inc., 580 Fifth Ave., New York. 


Lohengrin Promotes Invention 
That Stops Ring From Twisting 


Lohengrin Ring Co., New York 
ring manufacturing firm, in intensify- 
ing its promotion program for dia- 
mond rings, wedding rings and stone 
rings, has appointed the Gramercy 
Advertising Co. of New York as 
their advertising, sales promotion and 
merchandising counsel. 

The promotion will put special em- 
phasis on  the_ patented “Secret 
Caress,” a device that prevents a 
ring from twisting or turning. 


Simmons Celebrates 85th Year; 
Distributes Catalogue of Line 


In presenting the Simmons line for 
the 85th year, the jewelry manufac- 
turing firm is distributing its annual 
catalogue to the trade. 

Printed on heavy stock, it features 
a three-color cover and illustrations 
of gold filled lockets, crosses, rosaries 
and medals, necklace and earring sets, 
brooches, bracelets, cuff link and tie 
slide sets, buckles, money clips, chains 
and leather bill flips. 

From R. F. Simmons Co., Attleboro, 
Mass. 


Yo CARAT DIAMOND BRIDAL SET 


One of our most popular 
total weight’ sets with 
full cut center diamond. 


$133°° Keysfone 


Known for Ov 


tsta nding Dia 








All LONG-LIFE mountings 
are die struck ... all 
diamonds are of unusual 
quality for their low prices! 
Be among the thousands of 
satisfied jewelers who are 
benefitting from our 
diamond ring manufacturing 
and merchandising 
experience! 


YOU ARE INVITED 
to send for our 

new illustrated 
diamond promotional 
catalog today! 


LIEBER & LERNER, INC. 


Catalogue Featuring Variety 
Of Timers Offered by Racine 


Jules Racine’s new catalog, featur- 
ing Gallet timers and chronographs, 
Guinand timers, Galco timers, Secu- 
rity timers and Racine watches, is 
now available. 

Included in the catalog are timers 
for all sports use, radio and television 
broadcasting, time study, research, 
aviation and a wide range of indus- 
trial uses. Chronographs include mod- 
els with tachometer and telemeter 
dials. 

From Jules Racine & Co., Inc., 20 
W. 47th St., New York. 


laterested in more 
diamond volume? 


RESULTS prove that you can 
do more diamond business 
and enjoy greater profits 
with the LONG-LIFE line! 
Magnificent styling at 
lowést possible prices make 
LONG-LIFE the biggest 
name in promotional 
diamond rings! 





Style #B-156 
23-DIAMOND INTERLOCKING SET 


A beautiful new creation 
that enables you to defy 
all competition. Full cut 
center. 


$59% Keystone 


305 E. 46th Street, New York 17, N. Y. 


Diamond rings enlarged to show detail 
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PART III 


methods of fastening 
STAFFS TQ THE BALANCE 


This last article in a three-part series on balance staffs 
describes problems of repairing the marine chronometer 
and some novel methods of securing staffs to the balance 


® THE MARINE CHRONOMETER is the ultimate in 
portable time keeping. It must remain in one 
position, dial up; and it must be wound at pre- 
cisely the same time each day. A log is kept of its 
performance and it is boxed in a sturdy brass 
case suspended in gymbals so that, regardless of 
the rolling or pitching of the ship, it always re- 
mains horizontal, hammocked in its suspension 
rings. 

It is difficult to imagine how such a well-pro- 
tected timepiece can suffer a broken balance staff. 
Yet sometimes it does. During war bombardment 
or a severe storm, a chronometer can break even 
though fastened tightly on the navigation table. 
The staff is rather long; pivots are very thin and 
the balance is large and unusually heavy. Re- 
placing the staff involves such interference with 
the timekeeping and isochronal values of the in- 
strument that, often as not, balance staffs must 


be re-pivoted, especially the older ones. 


Hamilton’s chronometer 


After much study, Hamilton Watch Co. manu- 
factured marine chronometers on a large scale. 
but they decided against a riveted balance staff 
because, they found, riveting introduced a lateral 
strain on the balance arm. They used a novel 
method, neither friction nor riveting, to fasten 
the staff to the balance. 

igure 14 shows the details of the chronometer 
balance staff attachment and assembly. A is the 
long balance staff. The upper portion is the sec- 
tion upon which the hairspring collet will be sta- 
tioned. The balance staff fits closely into the bal- 
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By He “wry B. Fried 
JC-K Horological Consultant 


ance hole. A slight shoulder aids in stationing it 
at the correct position so that the balance will 
assume the correct height in the chronometer 
movement. The hub B, with two diametrically 
opposite holes which are threaded, aids in keeping 
the balance at right angles to the axis of the staff. 
After the staff is positioned, the hold-down plate 
C is placed over the staff and the two screws EF 
are placed into position through the holes in the 
cap C. 

The serews go loosely through the balance 
where holes are conveniently drilled but not 
threaded. The cap presses down on the shoulder 
of the balance staff as the screws are fastened 
into the hub B. This secures the staff and allows 
replacement without disturbing the timekeeping 
values of the balance. The impulse and unlocking 
rollers are positioned on the lower shaft of the 
balance staff. 

Incidentally, the balance is made of an Invar 
arm, with stainless-steel rim, so that changes In 
temperature cause the rim to contract during cold 
weather becoming slightly elliptical, and to bulge 
out slightly in hot weather. The various screws 
and empty holes about the rim allow for change 
of position to accommodate changes in tempera- 
ture. The adjustable Vernier-type screws are tor 
regulation. These chronometers are not fitted 
with regulators, being free-sprung with _iso- 
chronal inner and outer hairspring terminals. 


Replace whole balance? 
Foreign manufacturers are currently trying to 
introduce the vogue of replacing a complete bal- 


JEWELERS 





Figure 14. The scheme of the Hamilton marine chronometer balance 


unit, a system used where height is no problem. Here vise-like gripping 


of the staff is achieved through clamps and screws and a staff that fits 


closely into the balance hole. 


Figure 16. A threaded roller post performs the service of 


clamping the balance arm on the staff between the shoulder F’ 





and the roller bottom £ 


Figure 17. Another form of the clamped staff using neither 
rivets nor friction but two screws threaded through the 


balance 


arm into the roller. 


Figure 15. A novel method of se- 


curing a staff without riveting o: 


friction. The clamping action of 


the Hamilton type is used, without 


separate clamps or need of height 
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BALANCE STAFFS (concluded) 

ance rather than just the staff. They say that 
balances complete with rollers and hairspring, 
timed to close regulation tolerances, are available 
in Europe at about 45¢ wholesale for moderate- 
priced watches. However, ad valorem duties plus 
the tax on parts and components make this prac- 
tice desirable only for the cheap pin-lever and 
Roskopf watches. Furthermore, many watchmak- 
ers contend that a new balance won’t keep time 
as well as the old one which, as mentioned previ- 
ously, “has been regulated to the wearer.” 

The problem of replacing a balance staff will, 
then, be with us for some time to come. 

The incomparable Brequet, about 150 years 
ago, gave us the parachute arrangement in which 
the cap jewel was placed upon some resilient 
spring to relieve the strain of jars on the staff. 
This was the forerunner of many shock-resisting 
and absorbing devices which have reduced staff 
breakage considerably. But, with all this protec- 
tion, staffs still sell in huge quantities and makers 
of watches still seek methods of fastening them 
to the balance without riveting. 


Threaded staffs 

Figures 15, 16 and 17 show some novel methods 
of securing staffs to the balance, which allow for 
replacement without distortion to the balance. 
It will be noticed that these systems employ 
threaded staffs. 

The question of threading a staff into the bal- 
ance is not new. It comes up frequently. How- 
ever, securing a staff by threading is not good 
practice. If little area is provided for the thread- 
ing, stripping will result and a new balance will 
be needed if the strain of truing is great. Also, 
threading is likely to damage the axis of the staff 
and make it difficult to achieve a perfectly round 
balance. 

However, the three systems shown do not use 
the threads primarily to secure the staff in the 
balance hole but to help secure some other part. 

Figure 15 shows the balance staff with its 
smooth section A fitting closely into the balance 
hole C. The nut D, with its wide plate, fits snug 
against the balance arm so that it clamps the bal- 
ance tightly, relieving section A of any other ef- 
fort. The holes in the hub of the staff at F’ allow 
use of spanner or pin wrenches to fasten the staff 
securely. The hairspring collet and hairspring 
shown below fit over the section EF’ of the threaded 
nut. 

Figure 16 shows another system of securing 
the staff. This, too, uses a threaded staff to se- 
cure only the roller. A is the threaded roller post 
which screws into the steel roller B. The staff 
has previously been friction-fitted into the bal- 
ance at C. The shoulder of the staff F' aids in 
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stationing the staff. When the roller is threaded 
onto the roller post, the lower part of the roller 
serves as a clamp and the balance arm is held in 
a vise-like grip between F and E. The balance 
arm D is thus secure and the truing operations 
will place no strain on the staff or on the balance 
at its fastening point. 

Figure 17 shows a variation of this system, 
similar to that used in the chronometer previously 
described. Here the roller is first threaded tightly 
to the roller post. 

The shoulder of the staff D fits into a recess of 
the roller and becomes tight. The staff is then 
driven friction-tight, into the balance at E so 
that the two threaded holes in the roller at C are 
directly over the tapered holes in the balance arm. 
The two screws C are then threaded into the 
roller upwards through the balance arm to secure 
the balance staff. A further variation, like the 
chronometer system introduces a cap as shown at 
D, Figure 15, to aid in clamping down the staff. 


Screwless balances 

Now that screwless balances are being intro- 
duced by the Swiss, German and French manu- 
facturers, methods of replacing the balance staff 
require much thought. No doubt many old sys- 
tems will be re-introduced and new ones devel- 
oped. Since the invention of the watch and a 
balance with a pivoted, journaled axle, replace- 
ment of the staff has been a test of the watch- 
makers’ skill. 

The watchmaker should acquaint himself with 
all systems of staffing and examine a strange 
watch carefully before repairing the balance. 
Look for anything unusual in the construction of 
the staff: observe the color, character and other 
features that seem out of the ordinary. Double- 
slotting, left-threaded screws or screws of a dif- 
ferent color may be the maker’s way of telling 
you to be cautious. When in doubt, order the 
genuine part which shows how it appears whole. 
This helps you determine the proper way to re- 
move the old part. Or inquire of your material 
jobber, who most likely is acquainted with these 


novelties. gee 


NOVEMBER PREVIEW 

Next month, Mr. Fried will discuss the 
radically new design for a self-winding mech- 
anism just patented by Universal-Geneve. 
In this mechanism the rotor, or swinging 
weight, is on the same level as the barrel and 
balance—which allows the watch to be thin- 
ner and lessens the danger of rotor injury. 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


ESCAPEMENT MODELS: I would 
like some information on mak- 
ing a window display escape- 
ment model. One that will run. 
Are any plans available and are 
there any special ideas or pre- 
cautions to observe? I’d like to 
make the chronometer escape- 
ment and later the cylinder es- 
capement. — Gaston B. Wells, 
Portland, Ore. 


Answer: You first must de- 
cide on the size that you plan 
to make. The balance generally 
is about twice the size of the 
escape wheel. The hardest job is 
cutting the escape wheel. I as- 
sume that you will try to make 
the lever escapement with 
boot-shaped teeth. This can be 
cut in two ways. One, by laying 
out the work on a large sheet 
of brass, drafting right on it, 
and, by skillful sawing, cutting 
the escape wheel. This wheel, if 
carefully cut by hand with a 


186 


jeweler’s saw, will work (al- 
though it will not be technically 
perfect or accurate). 

The other method is to cut 
the escape wheel on the lathe 
with a dividing head and a mill- 
ing attachment. You may have 
to take four separate cuts to 
shape out your wheel. Actually, 
shaping the back of the teeth 
will give you more trouble than 
the business end (front and lift 
surfaces of the escape teeth). 
A good burring cutter activated 
by a strong, fast motor will do 
well for the backs of these 
teeth. 

It is advisable to cut three 
wheels at one time to prevent 
warping of the wheels. The pal- 
let can be slotted on the lathe 
and the various curves milled, 
although this too can be sawed 
by hand. As for the balance, a 
large brass ring can be used and 
a soldered arm, centered, and 
drilled for the axle, will do. The 
hairspring should be made from 
strong mainspring wire; wind 
five springs at once, heat treated 
to get the proper spacing be- 
tween coils. As for the plans, 
this is a geometric pattern and 
any size you decide upon will be 
adaptable. Any good book with 
clear, large escapement draw- 
ings should suffice. If in doubt, 
have made photostats of the 
drawing and enlarge them to 
vour own wishes. However, it 
would be best if you could make 
your own drawings. This will 
give you a far better under- 
standing of your escapement 
problems. 


JAPY FRERES CLOCK: I have 
a clock for repairs that needs a 
new dial, hands, cleaning and 
spring. The clock was made by 
Japy Freres. The clock is go- 
ing fine but will strike only 
about five minutes after the 
hour and half hour. Is there any 
part in the movement that needs 
bending or adjusting ?—C. Zeit, 
Harriman, N. Y. 


Answer: Most likely the fault 


is in the hands. The replace- 
ment hand, that is the minute 
hand square, has to be twisted 
so that its square is in coordina- 
tion with the release of the strik- 
ing. Remove the minute hand 
and place the brass square in 
the lathe. Grasp the hand close 
to the arbor and twist it in the 
correcting direction. Make cer- 


tain that you do not bend the 
hand during this operation. The 
tripping pin back of the cannon 
pinion should be checked to see 
if it is badly bent. 


SCREW THREADING: Whenever | 
try to make a screw I find that 
threading it in the screwplate is 
really a tough job. Sometimes 
the threads break off in the 
screwplate. Is there any trick 
in threading? How do they make 
small screws in the factory, 
without breaking the stems off 
in the dies?—Fellows Watch Re- 
pair, Rockland, Ky. 


Answer: The trick in making 
a screw is turning the blank to 
the correct diameter. In very 
large screws, the lathe cuts 
into the blank and forms the 
threads, but in very’ small 
screws the threads are almost 
pressed into shape by the 
screwplate. In some of the 
newer methods, the threads are 
rolled into shape by knurling, 
which increases the outside di- 
ameter. (This operation is re- 
sorted to when an object must 
be made thicker to jam-fit into 
a hole.) 

Your  screwplates actually 
roll the thread into shape or 
knurl it, moving the metal in- 
stead of cutting it. This metal 
has to move somewhere, so it 
climbs to the peak of the threads 
and jams the screwplate, thus 
breaking it off. Try making 
your blank smaller in diameter. 
For instance, if your screw 
measures 1.00 millimeter, full 
diameter, make the blank .&88 or 
.90 mm. You will find that your 
screw cuts better, faster and 
without breaking. 

(please turn page) 





(WORKSHOP—continued ) 


‘NATURAL ERROR’? Does every 
watch have a “natural error’? 


—John W. Heitner, Boston. 


Answer: The “natural error” 
is called that because most ad- 
justers can’t seem to get rid of 
it easily. It is the result of the 
weight of the hairspring’s inner 
coils. A hairspring may be ad- 
justed so that it “breathes” per- 
fectly on all sides, the balance 
trued and posed exceedingly 
well, the escapement adjusted so 
that it operates at peak eff- 
clency; yet there will be one 
vertical position in which it will 
not time well. 

Watches are generally adjust- 
ed so that the poorest timing 
position or the “natural error” 
is placed in the pendant-down- 
position. It is found that the 
fastest pendant position is at 
the point of attachment to the 
collet, which is at right angles 
to the position mentioned and 
in which the spring develops up- 
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ward. When fixing the watch 
for adjustment, the harspring is 
timed so that it is pinned with 
the pendant at right angles to 
the pinning point. Some newer 
watches are factory-predesigned 
so that their pinning points are 
at even coils, spiralling upward, 
in relation to the right angle 
position required. However, this 
is not considered an adjustment 
because it is part of the manu- 
facturing process and while it 
may theoretically be sound, in 
practice it may not always work 
out. The pinning points work 
best after it is found where the 
‘natural error” happens to fall. 


BOOKS 


THE HISTORY OF THE MuSIc Box 
AND MUSICAL MECHANISMS. 
By Alfred Chapuis in collabo- 
ration with Cottier and Baud. 


Alfred Chapuis, author of 
numerous books on horological 
antiquities and automata, has 


come up with an excellent work 


on the music box, the musica! 
watch, bird box, musica] auto- 
mata and other mechanical items 
of music. 

In this volume of 320 pages, 
Chapuis begins with the first 
use of musical devices such as 
the water-organs. He mentions 
those dating back to the early 
Christian era and _ researches 
into the early history of musical! 
mechanisms, apart from those 
of pure instrumentation. Me- 
chanical carillons were probably 
introduced about the Ninth Cen- 
tury and attained a fair state of 
development a few hundred 
years later. The modern carillon 
has a virtually inexhaustable 
repertoire of music available 
with replaceable drums. Of 
course, most of these may be 
played manually as well as me- 
chanically. The mechanism of 
the huge instruments is not un- 
like that of the ordinary chim- 
ing tower clock. 

Probably the first mechanical 
music in 
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This FREE counter display in 
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te ox «X& Nivastar Mainsprings are sold only through watch 
material supply houses. Display card can be secured just by 
sending one Nivastar envelope to ~qgy 


HAMMEL, RIGLANDER & CO., INC. 


Box 100, Madison Square Sta., New York 10, N. Y. 
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STAFF 
SYSTEM 
THIS NEW SYSTEM 


uses the Newall MASTER SYS- 
TEM numbers as listed in your Finger 
Print Catalogue. An assortment num- 
ber is not necessary when reordering. 
Your present system of staffs is not 
obsolete and can be quickly and eas- 
ily converted by placing the Master 
System number on the old bottles 
This new system never becomes out 
of date, as obsolete numbers can be 
removed and newer models added as 
they come out 
A new system containing 144 Swiss 
staffs including shockproof, popular 
wrist chronographs and all of the 
popular models in current use. 


No. 51100—30.80 


Order from your 


Newall jobber. 











WATERPROOF 
CROWNS by BOREL 


Write for full 
information & 
-e samples 


BOREL & CO. 


1110 Grand Bldg.. Kansas City, Mo 

















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C 
Students may enroll at any time of the year 


Peoria, tll. 








(BOOKS—continued) 


In fact the term “clock” 
name from “cloche’’, 
French for bell. Chapuis shows 
numerous examples of early 
striking clocks, some with elabo- 
rate and intricate striking ar- 
rangements. In one chapter he 
shows fine examples of hydrau- 
lically operated organs, earlier 
ones from the 15th century, and 
others originating in Germany 
from the 16th century in the 
Chateau of Hohensalzburg. The 
mechanical theatre at 
Heilbrun with numerous auto- 
mata and musical works is 
shown in detailed photos and 
drawings. 

By the 18th Century, manu- 
facture of mechanical music 
works was well established, and 
it is said that Beethoven, Mozart 
and lesser lights composed music 
for these mechanisms. Bird-box 
organs were not a rarity then 
and clever automata with intri- 
cate motions had also made their 
appearance. 

Musical clocks illustrated in 
excellent color plates are shown 
together with detailed drawings 
and photos of the mechanisms. 
This section of the book makes 
a good catalogue. Many famous 
clocks, such as those made by 
Tompion, Evans, Pryor, Cox 
and others are pictured in color 
for the first time. Chapuis has 
not confined himself to the prod- 
ucts of any one nation but has 
included the masterpieces of all 
countries. 


clocks. 
gets its 


famous 


Even the mechanical, recent- 
vintage player-piano with violin, 
zither and organ accompaniment 
is shown. Today these are col- 
lectors’ items. The music box is 
covered comprehensively as well 
as those tinier ones set into 
miniature jewel boxes, pendants 
in the form of shoes, beautifully 
jeweled and enameled, musical 
birds, snuff-boxes, rings and 
even watch keys! Other musica- 
mechanica shown and explained 
are the mechanical pictures with 
music, dancing and singing 
dolls, and the famous Farberge 


music-filled Easter Eggs. 

To anyone interested in this 
phase of mechanical art or in 
the collecting of music boxes, 
this book is indispensable. It is 
1014 by 814 inches and is avail- 
able in the French language 
only, although it contains En- 
glish titles for all figures and 
photos. It may be ordered from 
the Overseas Publishing Com- 
pany, 66 Beaver Street, N. Y. 
City or from the Journal Suisse 
D’Horlogerie, Lausanne, Swit- 
zerland. Price about $20. 

—Henry B. Fried 





SINCE 1877 


BOWMAN 
TECHNICAL SCHOOL 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 


You can enter anytime. 
INDIVIDUAL INSTRUCTION 
Our graduates pass H.!.A. and state examina- 
tion and are in great demand. 


Send for free Catalogue 
**Your Future & Our School’’ Bowman Bidg., Lancaster, Pa. 
.3 a 


John J. 
Bowman 
Director 


Courses Approved for 
Veterans & State Rehabilitation 


NYE’S "2" OILS 


The BEST for 
Watches and Clocks 











WILLIAM F. NYE, INC. 


Refiners of Porpoise Jaw oil 
since 1844 


Mass. 


ileh, Case vo 


New Bedford 
We reeks cane 2, —_— 
BECKER-HECKMAN COMPANY 


less Steel We 
29 East Madison Street, Chicago 2, Illinois 


ACON ae. CROWN C0. | 


=o Srenane St., New York 2, N. 

anufacturers of Gold Filled 

Complete line including led Crowns 
Sold through Wholesolers & Jobbers 





in Florida address ‘** i 


RATES AND REGULATIONS — JC-K 


Remittance in Advance MANAGER: 25> vears’ experience all 


“SITUATION WANTED"—Regular type $2.00 first 25 words; addi- eee ee —— 
tional words, 10 cents per word. Heavy type $7.00; addi- ( rs promotions, ee wba 
: ocation Optional ; AdGaPreSS ow ., 


tional words 25 cents per word. 04,” care of JC-K 


“HELP WANTED"—"“LINES WANTED"—and “SIDE LINES"—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy AVAILABLE top level diamond man 


type $7.00 first 25 words; additional words 25 cents per and buyer; international experi- 
— he gg - R 
ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- fore joining leadine Western or 
tional words 25 cents per word. Heavy type $12.00 first 25 Southern company; address, “Kk, 


words; additional words 30 cents per word. 1476," care of JC-K. 
® Name, Address, Initials and Abbrevia- @ Advertising matter addressed to classi- 


A-1 MATCHMAKER, salesman and light 
jewelry repair; age 47; 25 years ex- 
perience ; married, neat, reliable, finest 
references ; Wishes permanent position 

a - fe 1479." eare oft 


; . " VERY CAPABLE watchmaker i) years 
fied advertisers will not be delivered. vinaeienes: acol eciiamtes: euuiened 


tions count as words. : 
ord ® Classified ad form closes 10th of the with same leading firm for a number 
& If answers are to be forwarded, 20 cents month preceding date of issue. Ege ; Bs whe er ea ‘ a — 
r . “THis Oorii! eS rerTerences , ste meat 
extra to cover postage must be enclosed. A box number when used in ad counte ary and dutie address °S., 4000, 
tog as five words, that is, “Address #13, care of JC-K 
® No Agency Commission. care of J C-K.” 


In answering Box Numbers address envelope “Box —,” care of Jewelers’ PRODUCTION MANAGER: production 
Circular-Keystone, unless otherwise instructed. In answering ads, do not enclese scheduling and quality control in manu 
original letters of recommendations. facturing of die-struck and cast ladi 


bridal sets, gents’ and princess ring 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA <upervision of model_makers, hub cu 


ter and dt muaikers address 4 
care of JC'-K 





SUPERIOR SALESMAN diamonds, 
e o watches ; window ¢ xpert heavy pal DIAMOND ASSORTER num be ' 
Situations Wanted ticipating experience buying, promo waa experience appraising and a: 
tions, credits. colleetions present job sorting selecting and matching Zz 
— ——_—_—_——— —— New York area early fifties; address for ring fill orders for 
“= 1475." care of JC-kK eturatre ference: 
\\ ATCHIMAKER : ( apable seasoned so reomggeme eb he nae i: 
benchman; qualified estimating, selling : : JC-K pio | 
Salary or commission ; store or shop; (CREATIVE . sales. capable voune man. 
address “A., 4489," care of JC-Is presently employed: thoroughly experi- 
enced, ambitious, very adaptable cle DIAMOND MAN: your business nee 
sires better opportunity to prove abil new outlool | combine organizing 
itv: will relocate address “‘V., 4492,° ent witl IS vears’ experience it 
care of JC-h level management In rough and 
ished ing and manufacturi 
well ill relocate adare 
WATCHMAKER oOo Vvears experience care 
WATCHMAKER desires repairing con- with fine jewelers: usually in charge 
cession or job in California: would be of service department; competent, in 
interested in purchasing an established dustrious, excellent references ; Va . 
store: write Diddock, in S Iverett bama or bordering state address ‘hd a — 
(;lendale 5. Calif $4603," care of JC-K born M 


» }?t 


JEWELRY castings polished refinished 
for the trade; gold and silver plating 
[; 


A Laird. 1539 Dickson \venue 
Scranton, Pa 


WATCHMAKER 
ears exXperiene 
entake 
atehe 
clean 
eat 
WATCHMAKER: desires position: TRAVELING SUPERVISOR S tinne | 
vears old; Bowman graduate yA | ar sales analyst: store organize! expert 
experience; excellent references displayman all departments; terrific in 
take full charge: address “N 99,” vestment for progressive chain; replies MOOKKEEPE 
care of JC-K <trictly confidential: address “S., 447¢1, tenographet 
care of JC-K reSpomstbilitys 


Care ol 


MAN experienced: 15 years with whok poe 
sale diamond ring firm ¥ familiar with COUNTERMAN available reputable New relient 
all inside routine; reliable, person: Jersey jewelet wealth of experienc care © 
ie ee eee ee firm | diamonds. watches. kindred lines 

uy, acaress 4, as a steady pleasant relationship main  ob- 

lective highest references nadare S ; RT DLAMONID 

WATCHMAKER: capable. seas aes ee eS nee gagbet soon 
benchman; qualified estimating 
Ing salary or commission store siiaalaa ial ' o diamone 

presentable, conscientious colleg: ENGRAVER A-1 op year: experience 
1\ddress “A.. 4489." care of JC- quality workmanship: best references 
desires position with first class jewele! 
or manufacturer; please give full pat 

WATCHMAKER:;: good mechanic: over ticulars ; addres \ i470," care of 
years fire Store eXperience JC-WN ‘ MS\VEAN 
charge repairs, sales; New York City manent vi resp 
Long Island, Suburbs; references ad War Xperience wil le 
dress “S., 4387," care of JC-K DIAMONIT) SALESMAN available yn all wh: ro one 

nent store maintaining only finest q I haa fw -¢ dre! finned 
ITV Store kK : poe rsonable middle age ez elocat mimediat \ or ce 

ENGRAVER: competent and dlepe ndabl man; successful intensified experience 
willing to assume othe duties if the employed now address “SS bo dhs} eave 
engraving volume is not sufficient for of JC-K 
full time; address “M., 4501,” care of 
oComs — TOP LEVEL: interested in position 

‘ S) | Tv pie } ’ 9] «ne -_ 
wuent | , i | eck gg oor ay airy ars ‘at utes where talents can be utilized ; 17 
MATURE experienced jewelry offic li land of Paradise: potential unlimited vears of chain store experience; 


versified duties stock, repairs, et vis : 

, , ‘ \\ ‘ly nown throughout Ve round . . es ac 

light typing; part time preferred: ref- ee ) be 7 : rt , ged : . re I under forty; heavy background of 

erences, available; address “B., 447) PTL ppterigper er hag — sales, supervision and merchandis- 

care of JC-K ing; presently sales manager for 

large chain; will travel and relocate: 

MOK KBEPER secret f } ¢ gr ¢ OND ? | 2? xPDe ‘ ‘ . ‘ — ean 
] KKEEPER, see retary ull hare DIAM NI man 12 yvear eX] : snterested? address. D. 1505. 

trial balance, payroll taxes; experienced excellent references assorting f 1K 

in diamonds and diamond jewelry, # matching production eare Oo J IX. 

wholesale and manufacturing; honest, - desires opportunity as 

reliable, capable; address “A., 4506, assistant buver \ddress $40) 

care of JC-kK J(-K 


platinun 
rre*te 


(il 

mains 

tat iesl 

Lreie 


i \ 
rabl 





(C'ontinued fro page 18%) 


SALESMAN; formerly associated with 
one of the major watch companies 
almost lv years; entire sales back 
ground of many years has been with 
the best known lines in the industry 
available for California and the South 

ST employed at present but desire 
make i change address “RR 1460," 


care of JC-K 


SAN FRANCISCO or Lo 
Visor-manage! buvel! merchandiser, 
salesman diamonds watches, silver- 
ware, Jewelry; exceptional bat kground, 
qualifications, brilliant sales record, top 
independent, chain, major department 
Stores ; key man for ambitious organiza- 
tion telephone Los Angeles, DUnkirk 


ZEHD 


Angeles > super- 


RETAIL SALES hard worker person- 
able, ambitious; excellent background ; 
presently employed; 10 years’ experi- 
ence fine jewelry and watch depts. ; 
knows diamonds registered watch- 
make! combination man; willing § to 
relocate impeccable reputation de- 
sire to jewelry field; ad- 
aress 4 a ‘ » of JC-K 


CERTIFIED WATCHMAKER 14 vears’ 
ail around jewelry store experience 
desires position as salesm: 
manager or watch and | 
estimator no bench work; 
permanent future, with 
chain firm; 42 years old, married, 
child; honest, courteous with ability to 
do my work and get along good with 
otners address ie $440) eare of 


j(*-K 


TOP salesman : tremendous following 
New York City among 200 watch im 
porters, jewelry and military jobber 
material houses and exporters: LD 
years’ experience presently employed 
nationally known manufacturer watch 
attachments will represent any 
able line seeks new connection, 

basis not side line earning 
excellent reputation: addres 
cure f JIC-k 


Lines Wanted 


ad oft mi 
table who 
are of JC 


Wante 
or repu 


want spe 
department 

lorida ad- 
IX 


would like 
promotional 


rar ia or 
‘ 


SOUTH I 
sned iivie 


4, are 


New 
departmen 
‘ae ring 
irticulars mn 


TEXAS, OKLAHOMA, LOUISIANA AND 
ARKANSAS, representation available; 
write Tola Tumbleweed, Southwestern 
Gift & Jewelry Traveling Men’s Asso 
ciation, c/o David Shapiro, Executive 
Director, 17190 Jackson St Dallas, 
Texas. 


WELL known Silverware’ salesman 
who has travelled extensively for 
20 years in the “Key Cities’’—in 
Middlewestern and Southern terri- 
tories—(will consider either terri- 
tory) with one plated ware line 
averaging $175,000 volume yearly, 
is open for two popular priced lines, 
plated and sterling hollow-ware or 
stainless steel flatware or costume 
jewelry; has the respect and confi- 
dence of department stores, jewelry, 
catalogue and mail order buyers; 
have always been considered the 
“Tops” in the silver industry; will 
consider replies from reputable 
manufacturers; can finance myself; 
open for interviews; planning for 
1959; address, “L, 416,” care of 
JC-K. 


Side Lines 





SALESMEN wanted by mfg. of com- 
petitive and extensive line of 14Kt. 
gold bracelets, dises, charms and 
-alendars; address, “R, 4107.” care 


of JC-K. 


SALESMEN with established territory t 
carry a popular priced gold ring line 
commission; state experience, territory 
and references; Schwartz Jewelry ©o., 
Inc., 850 Elk St., Buffalo 10, N. Y 


useful gadget, 
jobbe rs, 


MANUFACTU RER—New 
wants salesmen calling” on 
catalogue houses, jewelry chains, de 

possible PiveaWwayv Or! 


partment stores, 
address “‘‘ $504,’ 


account opener | 
care of JC-K 


SALESMAN to carry $2.00, $3.00 and 
$5.00 retailer bracelets; jobber and 
retail set-up; very compact line; 
good commission; only action sales- 
man need reply; state exact terri- 
tory first letter; address, ““R, 4502,” 
‘are of JC-k. 


TOP MEN with proven sales records 
to sell the finest line of quality 
leather watch bands in the country 
to A-l jewelers and department 
stores; outstanding companion line; 
complete but compact; expansion 
and new ideas allow us to offer 
choice territories to real salesmen 
on a liberal commission basis; state 
full details in first letter. Address, 


S.. 3544.” eare of JC-k. 


SALESMEN .. . Here’s the Chance 
You’ve been Waiting For; long 
established (30 vears) highly re- 
puted manufacturer of fine watch 
bands and accessories, offers an ex- 
traordinary opportunity to one or 
two outstanding salesmen; must 
have initiative, experience and fol- 
lowing with well-rated jewelers; can 
handle this in conjunction § with 
other quality lines; write full de- 
tails: confidential: address, “MM. 


1496.” care of JC-K. 


Help Wanted 








WATCHMAKER;; for repair and sales in 
long established credit jewelry store, 
write full particulars first letter; Olson 
Jewelry, $03 Central Ave., Fort Dodge, 
lowa. 


WANTED: combination engraver and 
jeweler: one of the South’s best and 
oldest jewelry stores: write details if 
interested; address “J., 4495,” care of 
JC-K. 


a 


WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio City, permanent job; 
state age, experience, salary expected, 
in first letter: address “‘R., 2165,” care 
of JC-K. 


WANTED retail jewelry salesman with 
own high class clientele following, by 
well established upstairs N. Y. City 
jeweler; we pay all expenses reply 
giving experience and annual sales; 
address “M., 4521,” care of JC-K. 


GIRL for factory office: one who Knows 
how to fill customers orders and han- 
dle special orders and jobs; Midtown 
Manhattan; 37% hrs. 5 day week: all 
replies held in strict confidence; ad- 
dress “S., 4509,” care of JC-K 


ALIVE; EXPERIENCED salesman for 
outstanding semi-mounted diamond ring 
line; popular priced; territory open; 
South, Southwest, Midwest: highest 
references required; address “S 1516.”’ 
care of JC-e-kK 


SALESMAN ealling on retail jewelers; 
Pittsburgk, Tri-State area; Ameri- 
c2’s most complete line of Scarab 
jewelry, Dise jewelry, Identification 
Bracelets; see our ad, page 118, 
Admark, 714 Sansom St., Phila. 6, 
Pa, 


WANTED two retail salesmen; must 
lave experience in selling diamonds 
and watches; position is open in Mid- 
dlewest give full particulars in first 
letter as to experience, age, salary ex- 
pected : address i518.” care ol 
JC-K 


WANTED: 2 assistant managers, for 
Middlewest: must be experienced in 
all phases of business yive all in- 
formation in first letter as to salary 
expected, afce and reterences must 
have good references iddress IS 
1519." care of JC-K 


CLOCK and watch salesmen with follow- 
ing among retailers in New York and 
Connecticut, wanted by Importer of 
established low priced SWIss watches 
and imported clocks existing accounts 
will be turned ove Address S., 401 
care of JC-K 


SALESMAN ealling on retail jewelers; 
North Carolina, 5. Carolina, Georgia, 
Florida; America’s most complete 
line of Searab jewelry; Dise jewelry: 
identification bracelets; established 
accounts; drawing: see our ad, Page 
118. Admark, 714 Sansom St... Phil- 
adelphia 6. Pa. 


WANTED 
ry repalr, ring [1Zing 
capable of taking charge of repair ale 
partment ; position permanent Store 
established 20 years air conditioned ; 
fine working condition FLORIDA 

town of 40,000: wanted neat appear 

state qualification salary ad 
care of J€-K 


WATCHMAKER; light jewel 


exXperience 7. 


ance 


adress he $44 





AVAILABLE NOW: complete line of the 
highest grade by manufacturer of 14K, 
sterling silver and gold-filled jewelry 
consisting of charms, bracelets, ear 
rings, brooches, men’s jewelry, etc., for 
New York and Metropolitan area and 
Midwestern territory; fine opportunity 
for the right man; address “C., 4332," 
care of JC-K. 


NUFACTURER’S REPRE- 


es 
, 
. 


WANTED M 

SENTATIVE calling on wholesalers to 
cover the Southeastern and Southern 
territory for a long established manu- 
facturer of a general line of LOK and 
14K gold jewelry, specializing in re- 
ligious jewelry; excellent opportunity 
for right man; address “B., 4522,” care 
of JC-K 


SALESMEN; nationally known diamond 
ring house adding to our sales organi- 
zation; require salesmen for Mid Cen- 
tral States and New England: men 
with established retail following only 
need apply liberal commissions, draw- 
ing against commission: give thorough 
antecedents in first letter: all informa- 
tion kept in strict confidence: address 
**R., 4405.” care of JC-K 


WANTED aggressive salesman with es- 
tablished territory and retail following 
to handle small line of 14K charms 
and/or lockets on commission basis, 
as side line; items priced to defy com- 
petition; new design and idea: give 
full details of ability, past and present 
associations, territory: all replies con- 
fidential address “I... ‘72."" care of 
JC-K 


SALESMAN wanted for popular priced 
line of sterling silver hollowware we 
are seeking men covering portions of 
the Midwest who make the small cities 
and give intensive coverage to a re- 
tricted area: our line is a large one 
and is well known throughout the 
country: furnish complete details as t 
territory covered, present lines, ete 


CC -o9 


address “ 4523." care of JIC -K 


WATCHMAKERS and department man- 

agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country 
old established company seeking only 
men interested in permanent positions 
excellent working conditions ligh pav: 
experience be ople's Wat I) 
Repair Company, 120 Summit St To 
ledo, Ohi: 


State age 


For Sale 


Stores, Stocks and Businesses 


EACLUSIVE JEWELRY HO00 
competition Z drug stores: 
nual repair remodeled in and out: 


Walker Jewelry, Madison, 8S. Dakota 


SCO an 


MIAMI, FLA., 1000 location 
old: S50 000. other interests tinest 
area eustom fixtures address “P 
1416," care of JC-K 


WESTCHESTER COUNTY N. 1} 
jewelry store established over 55 \. 
address 


top avencles: S27 OO 


120." care of JC-Ik 


$1,500 hilvs 


$22,000 Walnut Fixture 
Wall, 4 Show, 2 Display lock Cases, 
6K’ Safe etc write M. L. Wellentin, 
210 Breese Ter., Madison 5, Wisconsin 


years 


CENTRAL FLORIDA; long established 
jewelry store for sale; opportunity for 
watchmaker priced for quick sale; othe! 
interest: address “C., 4510,” care of 
JC-K. 


JEWELRY STORE in California: estab- 


lished over 25 years Mm elty over POu_- 
000 population; inventory and equip 
ment $65,000: address "H 108." care 
of JgCoK 


CALIFORNIA jewelry and watch repair: 

sales over $35. 000. easily do $50,000 if 

in local affairs: lease $100: 23 x 

modern; only store in town of 

,. oft miles Los Angeles write 
ALAMO JEWELERS, Chino, Calit 


SMALL JEWELRY STORE: no competi- 
tion; plenty repairs; $50 rent: healthi 
est climate southern California SN000 
pay for itself one year Brady Jewel 
ers, Tehachapi, California Taylor 
d02 1 


SAC 
- 


LO 


RIFICE on account of ill health 
rgeous jewelry store Long Beach, 
‘alif., new front, new sign, new fix- 
grossed $60,000. $25,000 takes 
books open; those with cash only 
apply Address “R., 4512 care 
JC-K 


CALIFORNIA; established jewelry store 
near Los Angeles in Harbor area 
Climate; excellent location; good 
excellent credit & repair busi 
inventory, fixtures equipment 
$21,000: grossed $45,000 Address “R., 
$515,"’ care of JC-K 


JEWELRY STORE: brand new; open »6 
months, averaging $400 weekly al 
ready excellent location, 25 miles out 

* Boston. Mass: rings, watches, cards, 

gifts: other interests torce 

price $14,500; address & 
‘-h 


SOUTHERN CALIFORNIA near Los At 
veles: established ten years; first clas 
location: all leading franchises; watch 
and jewelry repair business excellent 
also buy & sell license PALALAL 

n 1957: must leave state before end ¢ 


, Address “ tolls care 


gross $5 

7! 
" » ope 

veal . Dae epeeer 


ot JC-R. 


STANLEY’S JEWELERS pastonia 
(" established over S Veal! pie, 
rood lease modern new ftront 
conditioned ; will sell with low In 
ventory now, or will se fixture: 
and equipment on Jan. 1 Pens selling 
out due to my retirement from active 
business: apply, Samuel Shavitz, High 


Point, N. ¢ 


COMBINATION Jewelry Store and Floral 

Shop, located on corner, central part of! 
town & business district: on main thor 
oughfare;: doing good business long 
lease $150 month rent will ell for 
wonderful opportunity ta 
anvone who wants a business re; 
for selling—retiring ; addres 
care of JC-k 


S20 000 


CENTRAL CALIFORNIA: SAN JOSE; 
established modern store; popula- 
tion 120,000, drawing area 500,000, 
all major lines; 5 vear lease with 
option; ideal watehmaker-wife com- 
bination; rent $165; inventory 
inecl.; fixtures about $6,500; gross 
1957, $31,000; Write, Swiss Jew- 
elers, 1617 E. Santa Clara St., San 


Jose, Calif. 


SSTABLISHED JEWELRY LOCATION 
with completely modern front; fixtures 
lighting and air-conditioning charm 
ing two and half room modern apart- 
ment in reat 100¢) location on square 
opposite County Court House; store 
24’ by 30’: no inventory to buy; tim 
ervstal equipment, et 
fixtures included 


ing machine, 
may be bought cheap 
with very low rental to right tenan 
Frank lorter! 318 East Clark Street 
(‘rown Point, Indiana 


, 


For Sale 


Tools, Equipment 


ONE L & R automatic, heavy duty, newly 
Improved waten cleaning machine 
pri ed verv reasonable will send price 
upon request Patterson Jewelry, Gat 
den City, Kansas 


Business Opportunities 





LIOUIDATE? GORDON BROTHERS! 
Klat sale or auction, prestige or 
volume operation . . . give your 
sale on commission basis, the bene- 
fit of our 54 years experience and 
extensive organization, See ads 
below. 


SELL STORE? GORDON BROTH- 
ERS! Our reputation is your cer- 
tainty ... of maximum price, speed, 
reliability, facilities to meet indi- 
vidual needs. Oldest and largest 
‘ash buyers in the country. See ad 


below. 


CONSULT GORDON BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation. 38 Brom- 
field St.. Boston. Hancock 6-3235. 


ANTHONY J. GREGORY, auctioneer, 
6748 No. Ashland; Briargate + 
7303, Chicago 26, IIL. 


AMERICA’s best known jewelry auc- 
tioneer: over forty years in this pub- 
lication as an advertiser; Thomas J. 
Faussett. 521 Fleming St., Howell. 
Michigan. 


CONSULT ™M } 
Madison, (Chicago 
prices paid for diamonds and 


FINKELMAN, ’ 
ines hye: yiigetie 
cash 
other lie Welry Lowel (‘all collect ay 
born 2 407 reterence You! ba 


Tian 


BRILL AND COLMES, auctioneers- 
sales specialists ; 15 West 45th 5St.., 
N. Y. €.. over 35 vears successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad page 170. 





ontinued from page 


GGANSBERG ING will buy 
urplus or entire stock and fix 
highest Ss paid bank and 
references Write lo Maiden 
Ni York, Telephone Rector 2 


DO vou need cash? Examine our guar- 
antee sales method of obtaining at 
least 10° above $ for $ for your 
surplus stock, after all sales ex- 
penses; we have accomplished this 
amazing result for over 1000 jewel- 
ers in the last ten vears alone; their 
thankful letters are in our files for 
your inspection; wire, write or tele- 
phone; Manny Silverman of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
PL. 7-4693; see page 41 for addi- 


tional details. 


MARTY Mituke: 
iit’) tector (°s3 


i. 
is got J ‘Ay ‘ OV the 


hundre ( 


t of eact] 


iu poothiing Zz ‘) ' : 1 ters 


Lie | Curned into a profit 
terrifie extra prott 

ur efforts \ 
care! ily 


and ] 


WANT TO RAISE CASH? Our retail 
flat sales are definitely different 
because we sell only the merchan- 
dise YOU want sold and guarantee 
vou the top dollar; an amateur can 
sell the cream of your stock! At 
the termination of your sale you'll. 
be ready, willing and able to con- 
tinue your business with a_ well- 
balanced stock of the cream of your 
inventory and with money to pay 
vour bills; Yes, we can and will do 
this and still protect vour valued 
reputation and franchises: OR IF 
YOU WANT A COMPLETE LIOUI- 
DATION SALE we guarantee vou 
a COMPLETE liquidation down to 
and including fixtures, equipment 
and materials; what's more we'll 
post a CASH bond insuring that 
vou receive (after all expenses) at 
least the amount you and our rep- 
resentative decide your store is 
worth: wire, write. phone collect: 
CHARLES SHANE, JR. TRADING 
CORPORATION OF AMERICA, 234 
Euclid Ave., Cleveland 14, Ohio: 
Phone Cherry 1-5810: References: 
Central National Bank, Dun and 
Bradsteet, Jeweler’s Board of Trade. 
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Wanted to Purchase 








SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
your surplus, all of it, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for de- 
tails, 38 Bromfield St., Boston, 
Hancock 6-3233. 





STERLING silver flatware, obsolete, dis- 
continued, nmactive, bought : Busche- 
mevyer's, 669 S. 4th St... LOUISVILLE 
KINTUCKY., 


1_,] 


STORES WANTED: having recently sold 
out my jewelry store, want to go back 
it) will pay up to 100 ecents on the 
dollat for old established store: A 
(‘rowell, Broadview Hotel, E. St. Loui 


11] 


FOR IMMEDIATE cash or in payments 
retail store or stores doing $75,000.00 
or more in 1957; Tiffany or installment 
type considered must have moder 

loo location in industrial city, 12,000 

population or over Mid-South pDre- 

ferred, not essential: will retain pres- 
ent personnel; all replies confidentia 


send complete details To Islair. »4oh 


Grandview, Memphis, Tenn 


SPOT cash for diamonds, watches new 
or old, miscellaneous jewelry; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919: for references, Michigan Ave- 
nue National Bank of Chicago and 
Jeweler’s Board of Trade, Harry 
Elkins & Company, 59 East Madi- 
son Street, Chicago, Illinois, Ran- 
dolph 6-7390. 


SPOT cash for diamonds, any size, 
any cut; loose or mounted; waiches, 
new standard makes; used watches 
or trade ins, any make, antiques. 
lavallieres, chains, men’s or ladies’ 
set rings: anything you cannot sell 
send to me for cash; old gold, gold 
filled, silver, wateh bands; refer- 
ences, Dun & Bradstreet; S. W. 
Hora, 1810 Netherwood Ave... Mem- 


phis 14, Tenn. 


JEWELRY STORES wanted anywhere 
in United States: consult us before 
signing involved arrangements; sell 
your business, get cash, and con- 
tine to have an interest through our 
method of flat sale and auction; for 
an honest and equitable deal, get 
our price and then decide; write or 
‘all; Jay Howard. Ine., 62 W. 47th 
St.. New York 19, N. Y. Phone: 
Judson 6-1622. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled serap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for vour 
approval; references; National Bank 
of Commerce, Memphis, Tenn.: 
Jewelers’ Board of Trade. Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 
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Watch Work, etc., for 
the Trade 





trade; pick up 
mail service out 
101 Avenue, 


WATCH REPAIR to the 
and delivery locally; 
of state: H. Brown 112-06, 
Richmond Hill 19, N ¥ 


BOSTON, MASS.: expert and guaranteed 
watch repairing Watchmaster tested 
prompt Service, prices On reque 

invited. David Migda! 

109-B Summer St., Tel. Hu 2-%5 


orders 


lk INE watch repairing for the trad 
work guaranteed for one year 
days service: Watchmaster test 
onable prices. A. H. Shieret 
maker, 101 S. Marion St., Oak ! 


RiISLIABLE trade watch repairing 
lent service electronically Cirrie 
polished: work guaranteed reaso 
prices: all watches insured } 
l6 Kk. Wood St., Norristown, Pa 


‘COMPLICATED watch 
watch repairing to the trade 
service: all watches timed, teste 
ruaranteed; 25 years’ experience 
dio Watch S 


Service, 1510-2 
Wille 


Spe alist 


ts 4 
hi 


Place, Chicago 11, Ili 


INPERT watch repairing; tast fuaran 
teed service over 30 vears serving 

trade eend us 

prices are the lowest for hig! 

work: price list available 

Watch Box 5 


7) 


a trial shipment; oul 


Service, 


mKXPERT WATCH REPAIRING one 
veal vuarantee: one week service 
leaning and overhauling $1.75 clean- 
ing and main spring $2.50; cleaning 
balance staff $2.75: Precision Watch 
Repair Co., 817 6th Ave., New York 1! 
fe ¢ 
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Special Order Work and 
Repairs for the Trade 


JEWELRY repairing : new mounting 
nished: diamond setting. Harold 
son. 2% KE. Madison St., Chicago 


pinions cut prompt and 
eruaranteed service; estimates and price 
list on request. The Clock Shop, 10% 
2anaq =t.. S W.. Charlottesville, Va 


WHEELS and 


1S99 of Sterling Silvet 
British and Americar 
submitted ; 
Munn 


REPAIRERS since 
equal to new bys 
-ilversmiths: estimates 
work guaranteed; Klatzko. ¥ No 
Ave., Newark, New Jersey 
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Miscellaneous 


IENPERT bead and pearl restringing, re- 
wiring, et Kast, prompt service min- 
imum order by mail—$2.00; price list 
on request: Dai Pearl Co., 17 N. Wa 

bash Ave., Chicago 2, III. 


JUST RELEASED! HAMILTON ELEC- 
TRIC WATCH REPAIR MANUAL; 
over 100 step by step illustrations; 
price $6.50; Western Penna. Horo- 
logical Institute, 807 Ridge Ave.., 
Pittsburgh 12, Penna. 
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WATCHES—THEN AND NOW 


® Its always fascinating to study “Special Days, Weeks 
and Months.” the trade promotion calendar which the 
Chamber of Commerce of the United States issues each 
vear. kvery week seems to be a special week for three 
or four organizations which hope to call public atten- 
tion to themselves and their services during that week. 

The third week in November has its share of drum- 
beaters. The Red Cross and the Boy Scouts will try to 
get everybody in step for National Save a Life Week. 
The corner drug store will show pictures of the man 
who discovered insulin. in honor of Diabetes Week. 
\nd the knit goods industry will be whooping it up fo: 
National Longe Underwear Week. 

At best, the impact of all these “weeks” scheduled for 
the third week in November will be subliminal: they're 
either old stuff or of no personal significance to most 
people. 

Retail jewelry stores. we believe. can do a really effec- 
tive public relations job during the same week. through 
a subject that is as meaningful to everyone as the clock 
on the wall and as close as the watch on one’s wrist. 
Were talking about standard time. which will have its 
joth anniversary on Nov. 18. 

Dieving into the background of the birth of standard 
time on Nov. 18. JC-K has produced a two-part 
article. [he first half appears in this issue. It tells why 
the times got out of joint when the railroads spanned 
\merica. and why the svstem of local noons for each 
place. which had been eo00d enough for past centuries. 
suddenly was unworkable. Next month’s article will tell 
about Charles Ferdinand Dowd. the nearly forgotten 
-choolmaster who devoted much of a lifetime to working 
out and putting across today’s system of time zones. 
Phe Hall of Fame has honored lesser men. but a plaque 
on the wall of a church is the only memorial to Dowd. 
the father of standard time. 

Retail jewelers next month can give overdue tribute 
to one of the nation’s heroes—and interest the public 
in time and timekeepers. both old and new. Window 
display s can show. the amazing contrast between = 75- 
vear-old antiques and this fall’s latest stvles. In one 
window you could display some of the watches that 
were worn in 18835, the year that standard time was 
born—interesting old key-winders and stem-winders. 
both open face and hunting case. in nickel, silver and 
gold. Also. some of the watch keys that were forever 
vetting lost and some of the clocks of the day. (One 
clock of the period Was a self-lighter: it could be set, 
in advance, to light a built-in oil lamp at any time the 
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owner chose!) So much for “then.” In the next win- 
dow, you could shift attention to “now.” with a display 


of today’s latest advances in time-keeping styles and 


performance. You might invite school classes to inspect 
these displays or ask to talk at an assembly program 
about the “why” of standard time, and at the same 
time tell something about the importance of quality 
timepieces such as you sell. 

If your store is 75 years old, you will probably rate 
a feature story in the newspaper. telling how standard 
time came to your area in 1883 and what your store s 
watchmaker probably did that day to bring the city 
hall clock into step. 

Standard time is so much a part of our life that we 
take it for granted. much as we do the sun or the 
moon. Some of our best sales chances are lost because 
we fail to take advantage of an opportunity just because 
it is Obvious. But let's remember this anniversary. It 
vives us special reason to show some 75-year-old time- 
keeping curiosities next month—and at the same time 
to focus attention on our newest watches and_ clocks. 


for a bigger Christmas business. 


“COST” AND THE PUBLIC 

® “Why do suppliers print cost prices on post cards. 
sent through the mails where anyone can see them? ~ 
We have received some pretty bitter complaints on this 
subject from readers during the last few months. 

Even if no customer happens to read_ these pos! 
cards. the chances are that a dozen mail-handlers may 
do so. somewhere along the route from = supplier to 
dealer. 

The whole retail jewelry industry will agree that cost 
prices are the jewelers business: not the publics. By 
the same token. advertisers in the business press would 
do well to quote their prices with “Kevstone discount. 
Thousands of retail jewelers use their trade magazines 
as over-the-counter selling tools, and naturally they 
don’t want their base prices to be quoted on pages 
which they are accustomed to show to their customers. 

The Keystone system for showing cost price betrays 
no one, is universally understood in the trade. To 
indicate cost prices that are lower than Keystone in 
relation to list price, perhaps some additional qualify 


\nv suggestions? 
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introduces 
new 
lower- price 


leaders 


WITH 


FREE 


step-up display unit (BC-5) 


Catch their eye ... make ‘em buy, with this new super-salesman. So 
versatile! Use it as a window, counter or wall display. Tall and slim 
only 4’’ wide, 2’’ deep). Turns your unused wall and window space into 
a busy lighter center! Display comes with lighters already set up. Gift 
boxes included. 


YOU GET 5 brand new, fast-selling Ronson bright chrome lighters, 
low priced for quick impulse sales. New lustrous finish in styles to 
suit every taste! 
#27001—Capri , RETAIL VALUE $42.75 
#50001— Essex YOU PAY 
(at customary discount) 25.65 
#73001— Venus eeneidtthimindancmate felinsscoscec 
#18001— Adonis 
#23001— Whirlwind Imperial .... 8.95 YOUR PROFIT.... $17.10 
: | DEVE 
Plus unique display, FREE ! Order today! zs ry ae 
Lighters guaranteed by Ronson with a full year free service policy! ONE YEAR FREE SERV 
ICE! 


maker of the world’s greatest 
lighters and electric shavers 








x 


5 % : - % ; 











“14 Vole] t-Me)\/ 4- Mec MeleleReleley 
STUDENTS ANNUALLY 


iLO Rr: Col-mcelal-mm-t-Colammislelandap ce 


Home Economics teachers 
and leaders 


Teacher's manual shows 
‘Tableware for Today’s Living”’ 


OlF-TS-iceleli Mme: leli-trel-2aqlare 
Wall Chart 


OIFT-1celelimee-leli-te~l-1aaler—) 
Demonstration Kit for 
ic -¥-Voualiaremme-teli-huc-ta-malt-jcele 2 
etiquette, care and 
manufacturing 






re), E | D A fops among Home Economics programs 
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PUT THIS PRE-SELLING CAMPAIGN 
TO WORK FOR YOU! 


and stainless tableware they are already 









This mass educational program brings 






the quality name Oneida to the attention familiar with. Then offer them vour ex- 





of high-school, college and adult students pert advisory services. Make your store 
student or club headquarters for all 


all over the country. Go after this im- 
their tableware needs. When vou take 






portant untapped market. Contact the 
schools. the Home Bureaus and the 4-H 
Clubs in your area. Let them know you 


advantage of Oneida’s extensive pre-sell- 






Ing campaign, you will see how much 






carry the fine-quality sterling, silverplate extra business will be yours. 


ONEIDA SILVERSMITHS 


makers of distinctive tableware 
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